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PERIODICAL  NEWSPAPER 


Participants  at  the  Gannett  National  Conference 
take  part  in  sessions.  Clockwise,  from  top: 
Poughkeepsie  (N.Y.)  Journal  Projects  Editor 
Mary  Beth  Pfeiffer  and  Morristown  (N.J.)  Daily 
Record  Reporter  Erik  Engquist;  Des  Moines 
Register  Reporter  Lynn  Jodi  Okamoto  and 
Nashville  Tennessean  Reporter  Jon  Yates;  and 
Tucson  Citizen  Cit):  Editor  Joe  Garcia. 


Readers  want  and  deserve  expert  reporting  from  their  newspapers. 

We  want  to  give  it  to  them. 

That’s  the  key  reason  we  brought  together  more  than  170  Gannett 
journalists  from  newspapers  across  the  country  for  our  first  National 
Conference  for  Reporters  and  Editors. 

Participants  heard  from  experienced  reporters  and  editors  on  such 
topics  as  building  reporter-editor  relationships,  finding  the  real  story, 
asking  the  critical  questions,  developing  the  best  sources,  uncovering 
the  investigative  story  and  using  technology  to  build  expertise. 

They  heard  from 

An  Important  First: 

outside  experts  -  ■ 

uT:::?”  Gannett  National  Conference 

General  and  the  m  m  ■  Him 

for  Reporters  and  Editors 

Secretary  of  Education. 


They  met  in  breakouts  to  exchange  beat  information  and  story 
ideas  on  the  crucial  coverage  areas  of  education,  environment,  local 
and  suburban  government,  health,  business,  growth  and  public  safety. 

And  they  learned  “how  to”  aspects  of  powerful  public  service 
coverage. 

Top  editors  noted  an  immediate  impact.  Wrote  one  editor: 

“Our  folks  came  back  inspired.” 

The  real  beneficiaries,  however,  will  be  our  readers. 
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10-15  Newspaper  Association  of  America 

SuperConference,  Hilton  at  Walt  Disney 
World  Village.  Orlando.  Fla. 

15-16  Midwest  Free  Community  Papers  Winter 
Meeting.  Embassy  Suites.  Des  Moines. 
Iowa 

28-31  Parenting  Publications  of  America  Annual 
Conference,  Westin  Horton  Plaza,  San 
Antonio,  Texas 


29-30  New  England  Press  Association  Conference,  Boston  World  Trade 
Center,  Boston.  Mass. 

29-30  Association  of  Alternative  Newsweeklies  -  West.  Holiday  Inn 
Gateway  Hotel.  San  Francisco.  Calif. 

29-31  Association  of  Free  Community  Papers  Mid- Winter  Meeting. 
Disney  Institute.  Orlando,  Fla. 


E&P  Interactive  Newspapers  Conference 
'99.  Hyatt  Regency,  Atlanta,  Ga. 
American  Association  of  Advertising 
Agencies  Media  Conference  &  Trade 
Show,  New  Orleans,  La. 

Suburban  Newspapers  of  America  Spring 
Publishers  Conference.  Marquis  Resort. 
Palm  Springs,  Calif. 

Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Tucson,  Ariz. 

Inland  Press  Association  Key  Executives  Conference,  El 
Conquistador.  Tucson,  Ariz. 
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17-20 
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National  Association  of  Hispanic 
Publications  Annual  Convention.  Water¬ 
front  Hilton,  Huntington  Beach,  Calif. 
National  College  Media  Spring  Convention.  ' 
Marriott  Marquis.  New  York.  N.Y. 

National  Newspaper  Association 
Government  Affairs  Conference,  Hyatt 
Regency  on  Capitol  Hill.  Washington, 

DC. 


18-20  Independent  Free  Papers  of  America  Spring  Conference,  Adams 
Mark  at  the  Florida  Mall.  Orlando,  Fla. 

20- 23  Inter-American  Press  Association  Mid-year  Meeting,  Hotel 

Wyndham,  Montego  Bay,  Jamaica 

21- 23  Inland  Press  Association  Editors  Conference,  Chicago,  III. 

28-1  America  East  Newspaper  Operations  &  Technology  Conference, 

Hershey  Lodge  &  Convention  Center,  Hershey,  Pa. 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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Times  staffer  Nicole  Modrak  (left) 
makes  a  friend  during  a  Day  of  Caring. 


Dracula,  Dali,  and 
a  Day  of  Caring 


A  local  theater  company  needed  season  underwriters, 
and  we  asked:  “How  can  we  help?”  The  Salvador  Dali 
Museum  asked  for  patrons,  and  we  responded:  “What 
can  we  do?”  The  United  Way  put  out  a  call  for 
volunteers,  and  we  said:  “How  many  do  you  need?” 

The  St.  Petersburg  Times  is  a  force  for  good  in  the 
community  primarily  through  our  journalism.  As  an 
independent  newspaper,  our  principle  obligation  is  to 
nourish  democracy  with  the  truth. 

Yet  we  draw  our  sustenance  from  the  communities  of 
Tampa  Bay,  and  have  always  paid  on  that  debt.  In 
recent  years  we  have  given  back  to  those  communities 
more  than  $l-million  annually,  emphasizing  in  particular 
programs  that  support  education  and  the  arts. 

In  1998  close  to  1(X)  organizations  received  financial 
support  from  the  Times,  among  them  Eckerd  College, 
the  University  of  South  Florida,  the  Martin  Luther 
King  Commemorative  Committee,  All  Children’s 
Hospital,  the  Tampa  Bay  Holocaust  Memorial 
Museum  and  the  World  Press  Freedom  Committee. 

The  St.  Petersburg  Times  gives  back  to  the 
community  because  it’s  a  big  part  of  who  we  are. 


^tfictersburg  (Eitnes 

Florida’s  Best  Newspaper 
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AAN  unveils 
diversity  plans 

The  Association  of  Alternative  News- 
weeklies  (AAN)  is  launching  a  diversity 
fellowship  program  for  minority  journal¬ 
ism  school  students. 

Four  journalism  students  in  the  United 
States  will  be  selected  for  an  all-expens- 
es-paid  visit  to  AAN’s  1999  convention, 
set  for  May  27-29  in  Memphis,  Tenn.  The 
aim  is  to  bring  more  minorities  into  alter¬ 
native  journalism.  The  fellows  will  be 
invited  to  all  convention  events  and  will 
have  job  interviews  arranged  for  them 
with  AAN  member  papers. 

AAN’s  editorial  chair  Safir  Ahmed 
says  in  a  statement,  “It  is  our  hope  that 
each  student  who  is  selected  to  receive  a 
fellowship  will  be  hired  by  an  AAN 
paper,  following  the  convention.” 

In  addition,  AAN  will  create  a  job 
bank,  listing  all  applicants  for  the  fellow¬ 
ships,  so  AAN’s  1 13  member  papers  may 
recruit  them.  The  fellowships  are  open  to 
graduating  college  seniors  and  graduate 
students,  and  the  application  deadline  is 
Feb.  16.  For  information,  contact  AAN  at 
(202)  822-1955  or  e-mail  at  aan@intr.net. 

—  Kelvin  Childs 

Suspects  change 
killing  motive 

Two  Huichol  Indians  now  say  they 
killed  San  Antonio  Express-News  corre¬ 
spondent  Philip  True  not  because  he  was 
photographing  sacred  site  in  remote  west¬ 
ern  Mexico  but  because  they  feared  his 
drunken  threats. 

According  to  an  account  in  the 
Express-News,  Miguel  Hernandez  de  la 
Cruz  told  a  Mexican  court  that  on  Dec.  4 
a  drunken  and  belligerent  True 
approached  the  ranch  Hernandez  shares 
with  the  other  suspect,  who  is  his  broth- 
er-in-law. 

“If  he  spoke  Spanish,  then  maybe  1 
could  have  understood,  but  he  didn’t 
speak  Spanish.  Then  he  enters  my  house 
and  kicks  me.  Then  I  thought,  maybe 
he  is  going  to  take  something  or  violate 
my  wife  or  children,”  Hernandez  told  the 
court,  according  to  a  story  by  Susana 
Heyward  based  on  a  tape  recording  of 
the  session. 

At  the  Express-News,  those  who  knew 
True,  50,  say  there  are  two  big  problems 
with  the  suspects’  new  story:  True  spoke 
excellent  Spanish  and  he  did  not  drink. 


Previously,  Hernandez  and  his  brother-in- 
law  Juan  Chivarras  said  they  killed  True 
because  they  were  offended  that  he  was 
taking  photographs  of  a  river  considered 
sacred  by  the  Huichol  people. 

—  Mark  Fitzgerald 

Good  news 
from  real  world 

Job  opportunities  for  journalism  and 
mass  communication  graduates  contin¬ 
ued  to  improve  in  1997  with  a  high  per¬ 
centage  of  both  bachelor  and  master’s 
degree  recipients  reporting  they  had 
employment  offers  upon  graduation,  a 
recent  report  states. 

The  number  of  graduates  who  landed  a 
full-time  job  six  to  eight  months  after 
graduation  also  increased  from  the  previ¬ 
ous  year,  according  to  the  survey  by  pro¬ 
fessors  Lee  B.  Becker  and  Gerald  M. 
Kosicki  of  the  University  of  Georgia  and 
Ohio  State  University,  respectively.  They 


New  postal  rates  take  effect  on  Jan. 
10.  Among  the  changes  are  a  one- 
cent  increase  in  the  price  of  First 
Class  mail  to  33  cents  and  a  1 . 1  %  ri.se  in 
the  rate  for  within-county  delivery  of 
periodicals  such  as  newspapers.  Rates 
for  the  regular  periodicals  mail  will  rise 
an  average  of  3.9%. 

More  newspapers  will  be  able  to  take 
advantage  of  a  1.4  cent-per-piece  discount 
for  local  papers  if  they  sort  the  papers  in 
the  order  in  which  the  letter  carrier  deliv¬ 
ers  them.  The  new  rates  give  that  dis¬ 
count  to  newspapers  sent  to  at  least  25% 
of  the  addresses  on  that  route.  Old  rules 
wouldn’t  grant  a  mailer  the  discount 
unless  it  delivered  at  least  125  pieces. 
That  threshold  was  too  high  for  news- 


add  that  the  level  of  full-time  work  for 
bachelor  degree  holders  was  higher  than 
it  has  been  since  1986. 

—  M.L.  Stein 

Demolition 
OK’d  in  Alton 

The  162-year-old  Alton,  Ill.,  Telegraph 
has  won  approval  to  knock  down  three 
buildings  in  a  local  historic  district  in 
order  to  expand  its  production  facilities. 
The  city’s  Historical  Commission  voted 
unanimously  to  approve  the  demolition, 
though  the  Landmarks  Preservation 
Council  of  Illinois  had  listed  the  build¬ 
ings  on  its  list  of  the  state’s  10  most 
endangered  historic  places.  The  newspa¬ 
per  claims  there  was  no  way  to  make 
money  on  rehabbing  the  buildings.  It 
plans  to  temporarily  landscape  the  lots, 
which  have  a  scenic  view  of  the 
Mississippi  River,  because  expansion 
plans  are  two  years  away. 


papers  in  several  rural  areas  to  meet, 
says  Senny  Boone,  government  relations 
director  of  the  National  Newspaper 
Association  (NNA).  “You  might  more 
easily  show  the  25%, ”  she  says,  “and  we 
hope  to  use  it.”  The  NNA  represents 
community  weeklies  and  dailies,  many 
with  circulations  of  less  than  5,000. 
Most  of  its  members  use  the  Postal 
Service  to  deliver  their  papers. 

Another  benefit  of  the  new  rate  struc¬ 
ture  to  newspapers  is  a  lower  fee  for  tak¬ 
ing  copies  to  another  postal  facility.  Many 
papers  take  copies  to  sectional  center 
facilities  in  hopes  that  placing  them  high¬ 
er  in  the  distribution  stream  will  ensure 
timely  delivery.  The  last  rate  increase  took 
effect  Jan.  1,  1995.  —  Kelvin  Childs 


New  postal  system  rates,  regulationi 
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Veronis,  Suhler  report  highlights 
newspapers’  healthy  revenue  gains 


by  Ken  Liebeskind 


Newspaper  revenue  has  risen  sub¬ 
stantially  in  recent  years,  higher 
than  most  other  media,  according 
to  the  Veronis,  Suhler  &  Associates  Com¬ 
munications  Industry  Report. 

Newspaper  revenue  grew  steadily  from 
1993  to  1997,  says  the  report,  which  is  based 
on  revenue  figures  from  publicly  traded 
companies,  lliere  are  29  publicly  traded 
newspaper  companies  charted  in  the  report. 

Revenue  growth  in  1997,  the  banner 
year,  represented  a  five-year  high,  and  the 
accompanying  earnings  increases  also 


were  at  five-year  highs. 

The  newspaper  companies’  revenue 
reached  $24.2  billion  in  1997  from  $17.8 
billion  in  1993.  Compound  annual  growth 
was  8%,  with  the  highest  swing  in  1997 
when  revenue  grew  9.3%. 

Operating  income  margins  also  climbed, 
from  14.7%  in  1993  to  19.5%  in  1997. 
Operating  cash  flow  grew  from  20.2  %  in 
1993  to  25.6  %  in  1997.  Newspaper  assets 
rose  by  20.1%  in  1997,  the  largest 
increase  in  five  years. 

In  1997,  newspapers  ranked  fourth  in 
operating  income  margins  among  all 
media,  trailing  television  stations,  out-of¬ 


home  media  and  cable  and  pay-per-view 
networks.  For  1993-1997,  newspapers 
ranked  seventh. 

Radio  broadcasting,  recorded  music, 
consumer  book  publishing,  business  in¬ 
formation  services,  consumer  online  and 
other  media  were  included  in  the  report. 
(See  new  media  analysis  on  Page  26.) 

Five  newspaper  companies  made  the  top 
50  list  of  companies  ranked  by  revenue: 
Times  Mirror  Co;  Knight  Ridder;  New  York 
Times  Co.;  Tribune  Co.;  and  the  Washing¬ 
ton  Post  Co.  Time  Warner  and  Walt  Disney 
held  the  one  and  two  positions. 

The  biggest  contributor  to  newspaper 


Annual  Growth 

Compound 

Operating 

Annual  Growth  of 

Compound 

Operating  Income 

Margin  Change 

Industry 

Revenue  (S  Mil.) 

of  Revenue  (%) 

Annual  Growth  (%) 

Income  (S  Mil.) 

Operating  Income  (%) 

Annual  Growth  (%) 

Margin  (%) 

(■ror  %  Points) 

Segments 

1997 

1997 

1393-1997 

1997 

1997 

1993-1997 

1997 

1993  vs  1997 

Television 

Broadcasting 

$30,083.3 

13% 

10.4% 

$5,447.8 

21.6% 

11.6% 

18.1% 

0.8 

Radio 

Broadcasting 

3,392.1 

33.4 

23.8 

537.5 

46.9 

43.5 

15.8 

7.1 

Subscription 

VUaoSanfces 

34.3S8.3 

17.7 

165 

3,928.5 

205 

1.1 

11.4 

-8.7 

Entertainment 

48,396.1 

10.9 

13.8 

3,931.3 

0.6 

1.0 

8.1 

-5.0 

Filmed  Ent. 

33^25.1 

10.9 

24.5 

9.2 

Recorded  Music 

8,640.5 

3.5 

3.1 

-19.5 

Interactive  Ent. 

6,530.4 

22.5 

-3.1 

-21.6 

Newspaper 

Publishing 

24,213.2 

9.3 

8.0 

4,709.9 

38.2 

15.9 

19.5 

4.8 

Consumer 

Book 

PubHstung 

3,708.4 

-16.4 

-2.8 

280.7 

-35.8 

-15.1 

7.6 

-5.4 

Consumer 

Maga2ine 

Publishing 

9,545.6 

2.1 

3.8 

1,220.7 

19.0 

7.9 

12.8 

1.8 

Consumer 

Online 

3,793.0 

47.4 

72.1 

-945.7 

NC 

NC 

NC 

NC 

Business-to- 

Business 

Communications 

2,562.8 

9.7 

9.2 

398.1 

43.2 

22.2 

15.5 

5.6 

Professional 

'  ""  ■ 

and 

14,313.7 

8.8 

11.0 

1,210.6 

-16.9 

2.9 

8.5 

-3.0 

Educational 

11,649.2 

6.3 

9.1 

-24.2 

-1.7 

Publishing 

2.664.6 

21.7 

21.9 

22.3 

36.3 

Business 

28,185.5 

13.3 

15.3 

4,861.8 

11.6 

17.5 

17.2 

1.2 

information 

15,299.6 

7.2 

11.9 

1.3 

Services 

5,468.3 

16.6 

16.0 

21.5 

649.9 

31.1 

42.5 

28.6 

729.3 

21.8 

23.3 

NC 

6,038.4 

25.5 

22.6 

34.5 

Advertising 

AgerKtto 

14,188.7 

15.0 

12.7 

1,637.7 

66.4 

22.2 

11.5 

3.2 

Specialty 

10,765.1 

14.2 

13.9 

1,452.4 

30.6 

11.5 

13.5 

-1.2 

Media 

2,406.5 

8.1 

5.5 

25.9 

1,215.4 

-15.7 

4.5 

NC 

1.132.9 

100.0 

42.7 

84.2 

6,010.3 

15.8 

17.4 

42.8 

Source:  The  Veronis,  Suhler  &  Associates  Commumications  Industry  Report, 
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Heads  up!  Court  backs  Kate 

Appellate  court  rules  that  headlines  alone  can  violate  libel  law 


by  M.L.  Stein 

A  headline  can  be  libelous  even  if  the 
accompanying  story  is  not  defama¬ 
tory.  a  federal  appellate  court  rules. 
The  recent  decision  allows  Brian 
“Kato”  Kaelin.  O.J.  Simpson’s  erstwhile 
house  guest  and  witness  at  his  murder  trial, 
to  pursue  his  $15  million  libel  suit  against 
Globe  Communications  Corp.,  publisher 
of  the  supermarket  tabloid,  the  National 
Examiner,  whose  1995  cover  headline, 
"COPS  THINK  KATO  DID  IT!.”  pro¬ 
mised  much  more  than  the  subsequent 
story  delivered,  decided  the  U.S.  9th 
Circuit  Court  of  Appeals  in  San  Francisco. 

The  much  less  dramatic  article  on  an 
inside  page  leads  off:  “Kato  Kaelin  is  still 
a  suspect  in  the  murder  of  Nicole  Brown 
Simpson  and  Ron  Goldman,  friends  fear.” 
It  goes  on  to  say:  "They  are  worried  that 
LAPD  cops  are  desperately  looking  for  a 
way  to  put  Kato  behind  bars  for  perjury. 

“We're  sure  the  cops  have  been  trying 
to  prove  that  Kato  didn't  tell  them  every¬ 
thing  he  knows,  that 
somehow  he  spoiled  their 
case  against  O.J.,”  says 
one  pal. 

“It’s  not  true,  but  we 
think  they're  out  to  get 
even  with  Kato.  I'm  wor¬ 
ried  that  Kato  will  get  a 
persecution  complex. 

He’ll  end  up  looking 
around  every  comer  and 
thinking  he  sees  a  cop. . . .” 

Kaelin  doesn't  argue  with 
the  body  of  the  story  but 
complains  the  headline 
suggests  he  is  a  suspect  in 
the  slayings. 

In  overturning  a  lower 
court  decision  that  grant¬ 
ed  summary  judgment  to 
Globe  and  remanding  the 
case  back  for  trial,  the 
appellate  court  notes  that 
Examiner  news  editor 
John  Garton  appeared  to 
have  had  misgivings 
about  the  Page  One  head¬ 
line.  In  a  deposition, 

Garton  admitted  he  "wasn’t 
mad”  about  the  wording. 


adding:  “Journalistically,  I  didn’t  think  it 
was  the  be.st  headline  in  the  world.  ...  I 
didn’t  think  it  was  very  accurate  to 
the  story.  It  could  have  been  better.” 


Headlines  “are  not 
irrelevant,  extraneous 
or  liability-free  zones. 
They  are  essential 
elements  of  a 
j  publication.” 

Judge  Barry  Silverman 


However,  Garton  claimed  the  subhead  — 
"...  he  fears  they  want  him  for  perjury,  say 
pals”  —  undid  whatever  damage  the  main 
head  caused. 

Garton  further  testified  at  the  deposition. 


"The  front  page  of  the  tabloid  paper  is  what 
we  sell  the  paper  on,  not  what’s  inside  it.” 

In  writing  the  opinion  for  the  three- 
judge  panel.  Judge  Barry  Silverman  states 
that  a  jury  may  well  find  "clear  and 
convincing  proof  from  the  evidence  that 
the  Examiner  acted  with  malice  —  one  of 
the  litmus  tests  for  a  libel  verdict  —  in 
creating  the  headline.  He  further  notes: 
"Since  the  publication  occurred  just  one 
week  after  O.J.  Simpson’s  highly  publi¬ 
cized  acquittal  for  murder,  we  believe  that 
a  reasonable  person,  at  that  time,  might 
well  have  concluded  that  the  ‘it’  in  the  first 
sentence  of  the  cover  and  internal  head¬ 
lines  referred  to  the  murders.  ...  In  our 
view,  an  ordinary  reader  reasonably  could 
have  read  the  headline  to  mean  the  cops 
think  that  Kato  committed  the  murders  and 
that  Kato  fears  he  is  wanted  for  perjury.  ... 
It  is  undisputed  that  Globe  ran  the  head¬ 
line  ...  knowing  that  it  had  no  reason  to 
believe  that  Kaelin  was  a  murder  suspect.” 

Silverman  goes  on  to  say  that,  under 
California  law,  headlines  "are  not  irrelevant, 
extraneous  or  liability- 
free  zones.  They  are 
essential  elements  of  a 
publication.” 

Responding  to  Globe’s 
defense  that  the  “en¬ 
tirety  of  the  publica¬ 
tion”  clears  it  of  any 
defamation,  the  court 
held  that  the  argument 
"is  a  question  of  fact 
for  the  jury.” 

Kaelin’s  attorney, 
Gary  L.  Bostwick  of 
Santa  Monica,  told  the 
San  Francisco  Daily 
Journal  that  the  appel¬ 
late  court’s  ruling 
"makes  it  plain  that 
people  who  put  out 
headlines  or  teasers  that 
are  misleading  and  are 
not  quickly  connected  to 
neutralizing  material 
face  problems.” 

The  suit  also  seeks 
punitive  damages  to  be 
determined.  A  Globe 
spokesman  says  the  com¬ 
pany  may  appeal.  §■ 
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Midwest  newspapers’  snow  job 


by  Mark  Fitzgerald 


Midwestern  newspapers  nad  plen¬ 
ty  of  warning  about  the  record¬ 
setting  blizzard  that  arrived  New 
Year’s  weekend.  Unfortunately,  it  was 
the  same  kind  of  advance  notice  Muham¬ 
mad  Ali  gave  opponents  before  knocking 
them  out. 

“When  you  get  that  much  snow,  when 
the  roads  are  whited  out  and  the  plows 
cover  up  the  delivery  tubes,  there  isn’t 
much  planning  you  can  do  for  that,’’  says 
Robert  Titone,  circulation  manager  for 
The  State  Journal-Register  in  Springfield. 
Ill.  “You  learn  the  lessons  —  and  then 
hope  you  don’t  have  to  use  them  for 
another  20  years.” 

The  Journal-Register  faced  two  big 
problems  in  the  blizzard:  The  gale-strength 
winds  and  12-plus  inches  of  snow  over¬ 
whelmed  public  services  use  to  the  mild 
winters  of  central  Illinois,  and  the  news¬ 
paper  depends  on  a  mostly  youth  carrier 


force.  Even  adults  had  a  hard  time  in  the 
storm.  “We  finally  just  called  our  drivers 
back  Saturday  night  because  we  didn’t  feel 
it  was  safe  out  there,”  Titone  says. 

Forecasters  had  been  predicting  the 
storm  for  nearly  a  week,  but  its  fury 
blunted  many  of  the  preparations  newspa¬ 
pers  took.  By  the  time  the  storm  hit 
Chicago,  it  had  intensified  into  the  third- 
worst  blizzard  of  the  century  and  dumped 
more  snow  than  the  region  had  ever  expe¬ 
rienced  in  a  single  day. 

“Because  we  knew  we  would  have  a 


problem  getting  people  to  the  distribution 
centers,  we  reserved  a  bloc  of  rooms  in  a 
motel  within  walking  distance  of  Fleet 
Center  and  28  drivers  took  advantage  of 
the  offer.  As  a  result,  we  had  perfect 
attendance  —  among  drivers  anyway,” 
says  Mark  Homung,  vice  president  of  cir¬ 
culation  for  the  Chicago  Sun-Times. 

Similarly,  the  Chicago  Tribune  took 
advantage  of  the  long  forecast  period  by 
hiring  extra  crews  to  plow  its  distribution 
centers,  and  it  called  in  extra  drivers  in 
anticipation  that  some  regular  drivers 
would  be  stuck  at  home,  says  Vincent 
Casanova,  the  paper’s  vice  president/ 
circulation  and  consumer  marketing. 

The  Chicago  dailies  also  both  sched¬ 
uled  smaller  single-copy  draws  and  con¬ 
solidated  some  editions  in  an  effort  to  get 
the  papers  off  the  press  faster. 

Both  papers  soon  discovered  that  it  is 
one  thing  to  get  papers  to  a  distribution 
center  in  the  middle  of  a  blizzard  —  it  is 
see  Snowstorm  on  page  45 


Jones  takes  the  helm  at  SNPA 

Newly  elected  president  predicts  busy  year  for  trade  association 


by  Ken  Liebeskind 

After  spending  a  lifetime  in  the 
newspaper  industry,  Gregg  K. 
Jones  has  reached  a  pinnacle:  he 
is  the  newly  elected  president  of  the 
Southern  Newspaper  Publish¬ 
ers  Association  (SNPA). 

He  was  named  to  the  post  at 
the  organization’s  annual  con¬ 
vention  in  Boca  Raton,  Fla., 
last  November. 

Jones,  the  49-year-old  co¬ 
publisher  of  The  Greenville 
(Tenn.)  Sun  and  president  of 
Media  Services  Group,  the 
company  that  manages  eight  Gregg  K. 
newspapers  and  other  Tennes¬ 
see  media  properties,  grew  up  in  the 
newspaper  business. 

“I  shoveled  up  pig  iron  as  a  boy  and 
put  it  in  the  pot  so  it  could  be  melted 
down  into  pigs  for  the  linotype  ma¬ 
chine,”  he  says. 

He  wrote  for  his  high  school  and  col¬ 
lege  papers  and  Joined  the  staff  of  the 
Sun  in  1972. 


He  says  he’s  the  fourth  generation  of 
his  family  in  the  business,  following  in 
the  footsteps  of  his  father,  John,  the 
Sun's  co-publisher  and  president  and  his 
grandmother,  Edith  O’Keefe  Susong, 
who  acquired  the  Sun  early  in  the  centu¬ 
ry  and  went  on  to  buy  out  her 
top  competitor,  a  man  who 
believed  women  had  no  place 
in  the  newspaper  business. 

Susong,  who  was  elected  to 
the  Tennessee  Newspaper  Hall 
of  Fame,  believed  SNPA 
“helped  her  survive  as  a  small¬ 
town  publisher,”  Jones  says, 
which  makes  him  especially 
lones  proud  to  be  its  president. 

He  looks  forward  to  a  busy 
year  in  which  the  Atlanta-based  organiza¬ 
tion  will  sponsor  more  than  40  meetings 
on  a  variety  of  subjects,  including  mar¬ 
keting,  customer  service,  advertising,  lit¬ 
eracy,  human  resources  and  minority 
scholarships. 

The  organization  holds  a  few  major 
meetings  each  year,  including  key  execu¬ 
tive  and  editorial  conferences  in  the 
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spring,  plus  workshops  for  specialized 
groups,  such  as  small  newspapers. 

One  of  the  issues  Jones  is  most  inter¬ 
ested  in  is  minority  employment.  The 
SNPA  currently  offers  three  minority 
internships  to  college  Juniors  and  seniors 
and  a  minority  scholarship  to  a  high 
school  senior.  There  is  also  a  scholarship 
for  a  working  minority  Journalist  to 
attend  a  training  meeting  of  the  News¬ 
paper  Association  of  Minority  Media 
Executives. 

Jones  seeks  to  make  SNPA  papers 
more  and  more  active  in  minority  recruit¬ 
ment.  “We  try  to  encourage  members  to 
include  minority  .students  in  their  intern¬ 
ship  programs,”  he  says. 

He  says  the  SNPA  meets  the  demands 
of  the  marketplace  by  designing  pro¬ 
grams  quickly.  “The  SNPA  is  very  aware 
of  the  increasingly  competitive  environ¬ 
ment,  so  it’s  imperative  to  provide  work¬ 
shops  on  the  spur  of  the  moment.  We  try 
to  play  the  city  editor  role  and  move 
quickly  to  develop  programs  on  high  con¬ 
cern  topics.  Marketing  and  customer  ser¬ 
vice  are  the  top  two,”  he  says.  HI 
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“Parade  is  like  a  good 
friend  that  shows  up 
every  Sunday  and 

brings  America  together.” 

% 

-Roger  Kintzel,  Publisher, 

The  Atlanta  Journal-Constitution 


On  Sunday  mornings  around  the  nation,  families  everywhere  read  Parade  in  the  comfort  of  their 
homes.  These  loyal  readers  share  the  insight,  information,  and  laughter  that  are  found  in  our 


pages.  For  them,  it’s  just  not  Sunday  without  Parade.  They 
And  so  do  publishers  ajl  over  America. 


depend  on  Parade.  They  trust  Parade. 


NOTHING  MOVES  AMERICA  LIKE 


Big  issues  face  SuperCon  crowd 

Taming  digital  ads,  Portable  Document  Format  lead  discussion 


by  Jim  Rosenberg 
and  Mark  Fitzgerald 

The  breadth  of  the  SuperConference 
program  seems  to  match  the  buzz 
among  early  registrants,  whose 
concerns  run  from  bringing  in  difficult 
digital  files  to  sending  out  better  news- 
and-ad  packages. 

The  range  of  interests  and  problems 
brought  to  the  annual  Newspaper  Associ¬ 
ation  of  America  event  Jan.  10-15  in 
Orlando  is  reflected  in  comments  from 
managers  at  group-owned  and  indejiendent 
papers,  small  and  large,  in  various  markets. 
Exploiting  the  Portable  Document  Format 
(PDF),  taming  digital  ads,  and  making  mail- 
rooms  more  productive  are  recurrent  themes. 

Technical  and  production  managers 
remain  circumspect  about  computer-to- 
plate  output,  questioning  their  own  or  the 
technology’s  readiness  and  its  cost.  At 
Howard  Newspapers,  which  hoped  to  con¬ 
vert  to  CTP  a  year  ago  to  eliminate  plate¬ 
processing  chemistry,  the  price  of  thermal 
plates,  among  other  factors,  “doesn’t  make 
it  feasible  to  switch  at  this  time,”  says  Brian 
Lewis,  operations  manager  at  the  group’s 
47,000-circulation  Waterloo  (Iowa) 
Courier.  (Lewis  does  hope  to  at  least 
eliminate  darkroom  chemistry  by  adding 
four  newer,  better,  cheaper  digital  cameras 
to  the  one  older  model  his  paper  now  uses.) 

“Proofing  is  an  issue  as  we  become 
more  paginated  and  we’re  going  direct  to 
negative,”  says  Lewiston,  Maine,  Sun- 
Journal  technology  vice  president  David 
Costello,  who  cites  the  disparity  between 
his  Rainbow’s  proofs  and  imager’s  results. 

Can  one  type  of  proof  or  proofing 
device  serve  a  newspaper’s  various  internal 
and  external  purposes?  In  the  near  future, 
says  Dena  Greenawalt,  Arizona  Republic 
technology  development  manager,  “you 
may  get  to  that,  but  it  all  depends  on  how 
much  money  you  have  to  spend.” 

Other  than  for  special  products  and 
occasional  four-color  ads,  says  Greena¬ 
walt,  the  Phoenix  daily  uses  the  same 
devices  to  generate  both  internal  and 
external  proofs,  and  then  mainly  for  content 
rather  than  color  quality. 

As  hard-copy  ads  and  pages  disappear 
and  color  demands  grow,  proofing  may 
become  a  priority.  But  ultimately,  says 


SuperConference 


draw  of  the  SuperConference  because  it 
involves  the  constant  battle  in  taking 
digital  ads.  At  his  40,000-circulation 


Greenawalt,  it  all  depends  on  how  Orlando  this  weekend  to  find  out  if 

customers  have  been  educated  and  what  others  are  having  problems  similar  to  those 

they’ve  come  to  expect  from  a  given  news-  he’s  experiencing  with  digital  ads.  “That’s 

paper.  “If  print  quality  is  consistent,  proof  going  to  be  my  main  topic,”  he  says.  With 

quality  becomes  a  non-issue.”  Besides,  newer,  fa.ster  IPTech  raster  image  processors 

she  adds,  “proofing  is  really  one  of  those  being  fine-tuned,  hung-up  ads  are  especially 

things  that’s  in  the  eye  of  the  beholder.”  frustrating.  Trouble-some  files,  he  says, 
A  technology  holding  promise  for  are  primarily  large  ads  arriving  over  AP 

proofing  (as  well  as  archiving  and  much  AdSend.  His  preliminary  assessment  is 

of  the  workflow)  is  the  Portable  Doc-  that  the  ads’ complexity  (layering,  numerous 

ument  Format  (PDF).  In  one  way  or  elements),  not  their  mere  size,  is  con- 

another  it  seems  to  figure  into  everyone’s  tributing  to  his  main  problem  —  fast  filling 

concerns  —  not  least  in  relation  to  ads.  of  server  disc  space.  Once  the  ad  files 

For  Lewiston’s  Costello,  PDF  is  a  huge  “get  to  the  RIPs,”  he  says,  “they  print  fine.” 

In  spite  of  fairly  stable,  lower  news¬ 
print  prices,  interest  in  narrower  web 
j  widths  remain,  because  of  the  economies 
draw  of  the  SuperConference  because  it  j  it  offers  and  newsprint’s  often  unpre- 
involves  the  constant  battle  in  taking  |  dictable  commodity  pricing, 
digital  ads.  At  his  40,000-circulation  While  no  single  pressroom  operating 
daily,  it  means  taking  mostly  Macintosh-  i  issue  stood  out,  mailroom  issues  remain 


made  ads  into  a  PC-based  shop.  “The  IT 
department  probably  spends  about  25  to 
30  hours  a  week  just  dealing  with 
outputting,”  he  says. 

A  fully  developed  PDF,  says  Costello, 
“would  be  great”  as  a  single  standard,  and 
one  that  could  solve  such  problems 
as  missing  fonts  and  lost  logo 
files.  Attending  his  first 
SuperConference,  Costello  says 
he’ll  be  comparing  notes  with 
others  and  listening  for  what’s 
coming  in  the  year  ahead  — 
notably  hoping  for  a  filter  to  L 
easily  import  a  PDF  file  to  an  Dena  G 
XPress  page. 

From  Phoenix,  Greenawalt  wants  to 
see  where  the  industry  is  going  with  PDF 
and  what  standardization  may  emerge. 
Phoenix  Newspapers,  she  says,  already 
employs  PDF  for  internal  distribution  of 
cover  page  proofs,  moving  material  from 
a  new  editorial-pagination  system  to  the 
corporate  Web  site  and  creating  sales 
presentations  (“You  don’t  have  to  be  a 
PowerPoint  expert”). 

The  Phoenix  paper  also  will  explore 
PDF  as  a  replacement  for  physical 
tearsheets,  at  least  for  agencies  and  larger 
advertisers.  “We  ought  to  generate 
electronic  tearsheets  and  get  out  of  that 
business,”  says  Greenawalt. 

Waterloo’s  Lewis,  who’s  attended  all 
four  previous  SuperConferences,  returns  to 


Dena  Greenawalt 


important.  It  may  lack  the  “glamour”  of 
high-tech  prepress  or  high-iron  press,  but 
everything  comes  together  in  the  packaging 
center,  where  further  automation  and 
productivity  improvements  are  sought. 

Though  previously  focused  more  on 
prepress  issues,  Greenawalt  says 
she’s  attending  this  year  “for  the 
post-press  side  of  the  house,” 

^  prepared  to  examine  packaging 
and  distribution  technologies, 
integration  issues,  insert  quality 
and  perhaps  most  important, 

_  database  marketing. 

;nawalt  To  succeed  in  target  marketing, 
she  says,  “you’ve  got  to  have 
good  interfaces,  prepress  through  post¬ 
press.”  The  principal  challenge  she  sees  is 
figuring  out  how  to  get  information  from 
the  business  system  to  the  post-press 
control  systems. 

With  his  area’s  unemployment  down  to 
about  4%  (and  doubts  about  how  many  of 
those  actually  looking  for  work  will  take 
a  midnight  shift),  Costello  notes  that  the 
Sun-Journal  has  difficulty  staffing  its 
mailroom.  “We’re  looking  for  ways  to 
automate  cost  effectively  to  make  it  a 
more  productive  area,”  he  says. 

“What  is  the  technology  out  there  that 
allows  you  to  do  that?”  he  asks,  trailing 
off  into  such  possibilities  as  hopper  loaders, 
direct-to-pocket  inserting  and  ever- 
finer  zoning.  ■! 
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The  days  are  gone  when  everyone 
^  had  to  fit  into  one  system. 

For  our  smallest  customers,  we  to  all  these  varied  requirements.  It  is  a  every  assignment  had  to  fit  into  the 
send  some  parts  once  every  three  matter  of  mentality.  The  mentality  that  same  system.  Would  you  like  to  find 
months.  Our  largest  customers  out-  makes  the  50,000  employees  ofTNT  so  out  what  TNT  can  do  for  your  inter¬ 
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‘What  has  this  got  to  do  with  nows?’ 


by  Steve  Outing 

■  often  write  about  community  publishing, 
which  lets  Web  site  users  post  things  like 
online  photographic  tributes  to  their  pets 
and  cars.  “What  does  any  of  this  have  to  do 
with  journalism?”  a  reader  recently  asked 
me,  “and  does  that  matter?  I’ve  always 
thought  of  journalism  as  the  core  service 
and  product  of  a  news  organization,  but  it 
appears  that  may  not  be  true  online.  Which 
would  raise  the  question,  why  should  jour¬ 
nalists  bother,  or  be  interested?  1  mean,  if 
the  audience  is  going  away  to  the  Internet, 
but  is  not  interested  in  news  on  the  Internet, 
what’s  a  poor  journalist  to  do?” 

That’s  a  great  line  of  questioning,  so 
allow  me  to  address  the  issues  raised. 

The  first  point  to  make  is  that  in  this 
new-media  world,  journalists  often  find 
themselves  working  more  closely  with  the 
“business  side”  and  having  to  care  about 
nonjoumalistic  issues.  In  other  words,  the 
digital-age  journalist  cannot  operate  in  a 
state  of  blissful  ignorance  of  all  things 
money-related,  as  was  possible  —  indeed, 
encouraged  —  in  the  past. 

The  online  editor  today  cannot  count  on 
the  strict  “church  and  state”  separation  be¬ 
tween  advertising  and  editorial  that  his 
newspaper  print  counterparts  enjoy;  a  busi¬ 
ness-editorial  relationship  in  the  online 
world  probably  must  be  closer  if  a  Web  site 
is  to  succeed  financially.  The  online  ad 
model  that  .seems  to  hold  the  most  promise 
provides  contextual  links  to  editorial  content 
in  order  to  turn  “readers”  into  “buyers”  — 
the  movie  review  that  contains  a  theater-paid 
ad  to  purchase  discounted  advance  tickets 
online  to  the  specific  film  reviewed,  for 
instance.  It’s  up  to  the  journalists  involved 
in  this  equation  to  keep  the  advertisers  from 
affecting  the  integrity  of  the  content. 

interacitivity:  what  is  it? 

The  idea  of  “interactivity”  —  especially 
the  increasingly  popular  concept  of  “com¬ 
munity  publishing”  which  is  by  nature 
interactive  —  seems  to  threaten  some  jour¬ 
nalists.  The  key  to  the  concept  is  allowing 
community  groups,  organizations,  and  even 
individuals  to  self-publish  on  the  news 
organization’s  online  site.  "That  isn’t  jour¬ 
nalism,”  some  voices  shout.  I  beg  to  differ. 

An  increasing  number  of  news  organiza¬ 
tions  are  starting  to  realize  that  this  too  is 
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“news.”  The  church  group  that  maintains 
pages  on  a  news  site,  or  the  kids  .soccer  team, 
or  the  private  school  —  each  are  providing 
news  about  their  activities;  this  is  stuff  too 
minute  to  ever  make  it  in  a  newspaper.  Yet  it’s 
news  and  information  that  a  (small)  audience 
cares  deeply  about.  Even  taken  down  to  the 
individual  level,  the  person  posting  informa¬ 
tion  on  a  news  site’s  free  personal  Web  pages 
is  delivering  to  her  “readers”  information  and 
news  about  her  life’s  interests.  In  aggregate, 
this  content  provides  a  depth  of  community 
coverage  that  professional 
journalists  could  never  hope  to 
accomplish  on  their  own. 

While  it’s  a  stretch  to  label 
some  of  this  stuff  as  “jour¬ 
nalism.”  it  can  —  and  increas¬ 
ingly  does  —  provide  a  news 
organization’s  professional 
joumali.sts  with  insight  into 
parts  of  the  community  that 
typically  aren’t  under  their 
watchful  gaze.  A  strong  com¬ 
munity  publishing  program  at 
a  news  site  can  provide  a  wealth  of  story 
ideas  if  staff  reporters  take  the  time  to  mon¬ 
itor  what  these  community  groups  publish. 

At  sites  that  have  embarked  on  a  com¬ 
munity  publishing  strategy,  organizations 
that  haven’t  been  covered  by  the  parent 
news  organization  are  getting  noticed  for 
the  first  time.  Stories  that  never  would 
have  been  known  about  are  turning  up  in 
newspapers  as  a  direct  result  of  communi¬ 
ty  publishing  activities  on  the  papers’  Web 
sites.  Community  publishing,  therefore,  is 
an  enhancement  to  traditional  journalism. 

DIRECTORY  JOURNALISM 

At  some  of  the  larger  news  online  sites, 
a  considerable  amount  of  attention  and 
resources  is  being  put  into  building  local 
entertainment  guides,  and  community  and 
business  directories.  This  is  a  significant 
business  opportunity  for  news  sites,  if  they 
can  succeed  in  selling  premium  directory 
listings  to  a  large  number  of  local  busi¬ 
nesses.  But  what  has  this  got  to  do  with 
journalism?  It’s  largely  a  business  endeav¬ 
or  that  has  nothing  to  do  with  news,  right? 

Again,  this  is  an  area  of  online  publish¬ 
ing  that  fits  in  conveniently  with  the  news 
product  of  a  Web  site.  A  journalist  writing  a 
story  about  the  highest-rated  local  golf 
courses  based  on  a  new  survey’s  results 


might  include  in  the  story  links  to  each 
course  listing  in  his  site’s  yellow  pages  di¬ 
rectory,  for  instance.  This  serves  as  a  valu¬ 
able  information  service  for  readers  (simple 
access  to  commercial  information  about 
golf  courses  they’ve  just  read  about),  as 
well  as  benefiting  the  advertisers  by  putting 
their  listings  in  front  of  an  audience  known 
to  be  interested  in  golf. 

In  “old  media”  terms,  such  an  approach 
would  be  frowned  upon,  to  be  sure.  But  a 
consensus  seems  to  be  emerging  in  the  online 
news  industry  that  this  type  of 
site  behavior  is  not  only  “not 
bad.”  but  it  also  serves  readers 
by  offering  them  information 
(whether  editorial  or  commer¬ 
cial)  that’s  important  to  them. 
This  approach  of  combining 
commercial  with  editorial 
content  can  be  acceptable,  as 
long  as  the  presentation  of  the 
information  makes  it  clear  to 
the  consumer  whether  the 
content  is  unbiased  editorial  or 
paid  commercial  content. 

News  is  a  strong  attraction  to  the  Web, 
as  site  traffic  counts  demonstrate  whenev¬ 
er  a  major  story  breaks  and  news  site  serv¬ 
ers  strain  under  the  load.  Yet  when  aggre¬ 
gate  totals  of  Web  traffic  are  dissected, 
news  content  pales  in  comparison  to  the 
activity  of  the  major  search  engine  and 
portal  sites  (which  have  news  as  one  min¬ 
or  component  in  the  mix). 

Should  journalists  worry  that  their  work  is 
not  valued  on  the  Web?  Is  online  not  the 
medium  for  them?  Hardly.  Just  think  of  the 
differences  in  the  various  media  types  to 
understand  why  news  doesn’t  and  cannot 
dominate  the  online  environment.  A  newspa¬ 
per  is  a  self-contained  medium;  it  doesn’t  do 
anything  more  than  deliver  news  and  ad¬ 
vertising.  The  Web  is  a  giant,  worldwide 
marketplace,  where  activities  too  numerous 
to  count  take  place  around  the  clock.  News 
is  but  a  tiny  sliver  of  what  the  online  medi¬ 
um  is  about.  Take  heart,  journalists.  While 
you  can’t  dominate  the  Internet,  you  can 
prosper  by  using  it  successfully  as  your  pub¬ 
lishing  platform  —  and  in  time  build  audi¬ 
ences  just  as  large  as  with  traditional  media. 


Outing  writes  the  “Stop  the  Presses!" 
column  three  times  a  week  at 
WWW.  mediainfo.  com. 
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E-Commerce: 

A  Media  Money  Maker 

...  a  major  study  of  electronic  commerce  on  news¬ 
paper,  television,  radio  and  magazine  Web  sites. 

This  first-in-the-series  “how-to”  report  focuses  on  oper¬ 
ational  and  business  model  details  of  media  sites  which 
are  profiting  from  sales  of  products  and  services.  It  also 
analyzes  the  methodology  of  vendors  and  provides 
insight  into  how  archive  sales  and  online  malls  work. 

This  report  will  guide  you  in  implementing/improving 
e-commerce  on  your  site 


Publication  date;  August  1998 


Online  Directories: 

Pathways  to  Profit? 

...  an  e.xtensive  look  at  online  Yellow  Pages 
and  City  Guides  both  from  traditional  media 
and  their  chief  competitors. 

Focusing  on  tradition  and  competition,  this 
report  includes  new  proprietary  research  on 
advertiser  results  to  date;  market-specific  track¬ 
ing  data  on  various  directories;  issues  of  “canni¬ 
balization”  of  existing  advertisers  versus  devel¬ 
opment  of  new  adverti.sers  and  much  more. 
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lO"*  Annual  Study  on 
Interactive  Services: 
Newspapers,  Kadio. 
Television,  Magazines,  City 
Guides 

...an  in-depth  suney  of  what  media  com¬ 
panies  are  doing  today. 

More  than  800  media  companies  with  online 
news  sites  responded  to  this  survey  conducted  in 
November  and  December  1998.  This  study  not 
only  looks  at  raw  responses,  but  analyzes  trends 
and  compares  results  to  past  studies.  It’s  a  com¬ 
prehensive  study  of  the  state  of  the  industry. 


Publication  date;  November  1998 
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Size  matters  upside  dewn: 

Smaii  papers  pay  efi  in  hard  times 

Study  questions  whether  Wall  Street  pressure  hurts  profits 
by  forcing  big  papers  to  slash  staffs  during  downturns 


by  Robert  Neuwirth 


Maybe  small  really  is  beautiful. 

A  new  study  shows  that  firms  that 
own  smaller  newspapers  suffered 
less  and  recovered  faster  than  large  newspa¬ 
per  companies  during  the  devastating  news¬ 
paper  recession  of  1990  and  1991. 

“Larger  newspaper  firms  were  more 
affected  by  the  recession  than  smaller 
firms,”  co-authors  Robert  G.  Picard  and 
Tony  Rimmer  write  in  the  current  Journal 
of  Media  Economics,  a  quarterly. 

In  1991,  which  Knight  Ridder  CEO  Tony 
Ridder  called  “the  worst  year  in  the  modem 
history  of  daily  newspapers,”  companies 
owning  larger  dailies  reported  slower  growth 
in  net  operating  income  (NOI)  than  firms 


focused  on  smaller  papers. 

Finding  size  and  profit  growth  inversely 
proportional,  the  researchers  concluded, 
“The  larger  the  firm,  the  lower  the  NOI 
growth  rate.” 

Picard,  a  professor  at  the  Turku  School  of 
Economics  in  Finland,  and  Rimmer,  a  pro¬ 
fessor  at  California  State  University  in 
Fullerton,  analyzed  1989  through  1992 
financial  statements  for  15  publicly  traded 
newspaper  companies.  The  larger  compa¬ 
nies  tend  to  own  major  metropolitan  papers, 
which  have  zoned  editions  and  massive 
staffs  —  and  tend  to  be  vulnerable  to 
regional  economic  distress  —  they  say. 

Picard  and  Rimmer  theorize  that  institu¬ 
tional  investors  play  a  role  by  pressuring 
larger  firms  to  formulate  a  rapid  response  to 


economic  bad  news  —  cutting  costs  in  an 
effort  to  bolster  profits  —  while  smaller  com¬ 
panies  whose  shares  are  thinly  traded  can 
resist  the  impulse  to  make  precipitous  cuts. 
“My  belief — still  unproven  but  bolstered  by 
anecdotal  evidence  —  is  that  the  pressures  of 
Wall  Street  induce  top  management  to  adopt 
short-term  strategies  in  difficult  financial  sit¬ 
uations,”  Picard  said  in  an  e-mail  interview. 
“And  the  incentive  of  bonuses  and  stock 
options  for  those  managers  to  do  so  is  very 
strong.  1  don’t  think  the  pressures  and  incen¬ 
tives  lead  them  to  strategies  that  endanger  the 
survival  of  the  firms,  but  there  is  a  trade  off  of 
mid-  and  long-term  strategy.” 

There’s  some  truth  to  Picard’s  claim, 
Merrill  Lynch  newspaper  analyst  Lauren 
Rich  Fine  admits.  “There’s  no  question  that 


BSfP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

1/6/99 

12/29/98 

1/7/98  1 

1 

1/6/99 

12/29/98 

1/7/98  1 

A.H.  Belo  Corp.  (NY) 

18.938 

19.000 

26.563 

McClatchyCo.  (NY) 

34.188 

32.938 

26.875 

American  Media  Inc.  (NY) 

5.125 

4.938 

7.250 

Media  General  Inc.  (AM) 

51.938 

50.500 

43.938 

Central  Newspapers  Inc.  (NY) 

73.875 

69.563 

72.125 

New  York  Times  Co.  (NY)+++ 

34.438 

35.938 

32.813 

Dow  Jones  &  Co.  Inc.  (NY) 

48.125 

48.625 

52.500 

News  Corp.  Ltd. 

27.750 

26.250 

22.250 

E.W.  Scripps  Co.  (NY) 

50.000 

48.813 

46.063 

Pearson  Ltd. 

20.000 

20.250 

13.250 

Gannett  Co.  Inc.  (NY) 

66.438 

67.313 

60.188 

Pulitzer  Publishing  Co.  (NY) 

85.938 

85.250 

62.938 

Gray  Comm.  Sys.  (NY) 

19.000 

17.688 

25.000 

Quebecor  Inc.  Class  A 

21.250 

21.250 

16.625 

Harte-Hanks  Inc.  (NY)++ 

27.313 

26.938 

37.750 

Sun  Media  Corp.  (TSE)* 

21.000a 

20.900a 

13.600a 

Hollinger  International  (NY) 

14.438 

13.750 

13.938 

Thomson  Corp.  (TSE) 

39.350a 

37.000a 

40.150a 

Journal  Register  Co.  (NY) 

15.000 

15.000 

19.500 

Times  Mirror  Co.  (NY) 

59.250 

58.000 

60.875 

Knight  Ridder  (NY) 

51.438 

51.500 

54.250 

Tribune  Co.  (NY)** 

66.625 

66.813 

60.313 

Lee  Enterprises  Inc.  (NY) 

29.938 

29.125 

28.563 

Washington  Post  Co.  (NY) 

585.500 

559.250 

474.375 

*  Initial  public  offering  closed  on  12/15/97 
**  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  /Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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larger  companies  are,  in  theory,  going  to  be  a  little  more  pressured 
by  Wall  Street.”  Back  in  1991  she  was  urging  newspapers  to 
“spend,  spend,  spend  —  and  pray  for  revenue,”  rather  than  cutting 
costs  and  possibly  risking  longer  term  loss  of  business. 

Picard  and  Rimmer  also  found  that  diversified  companies  tend  to 
have  higher  returns  on  sales,  even  when  the  economy  turns  sour,  than 
firms  focused  exclusively  on  newspapers.  Paring  a  large  company’s 
non-newspaper  portfolio  to  become  a  "pure  player”  in  newspapers  — 
a  la  Times  Mirror,  Knight  Ridder  and  some  others  —  “is  a  risk  fac¬ 
tor  in  the  event  of  a  major  downturn.”  says  Picard. 

Findlay  buys  competitor 

Findlay  Publishing  Co.,  publisher  of  The  Courier,  with  morning 
circulation  of  24,000,  in  Findlay,  Ohio,  has  agreed  to  purchase  The 
Review  Times,  a  smaller  daily  in  nearby  Fostoria.  No  price  was 
announced. 

Findlay,  which  owns  eight  radio  stations  in  Ohio  and  Indiana,  is 
scheduled  to  complete  the  acquisition  of  the  7,100-circulation 
evening  daily  by  Feb.  1,  says  Findlay  president  and  treasurer  Kurt 
P.  Kah.  Findlay  is  owned  by  the  Himinger  family.  C.  Dean  Kieffer, 
a  former  Courier  ad  manager,  will  stay  on  as  Review  Times  pub¬ 
lisher,  and  it  will  retain  its  Fostoria  flavor,  Kah  insists. 

’^Courier 

1  St  In  The  Morning  In  Northwest  Ohio 

Dirks,  Van  Essen  &  Associates  of  Santa  Fe.  N.M.,  represented  the 
seller,  Clarency  Pennington,  the  majority  shareholder  of  parent  com¬ 
pany  Spenley  Newspapers  Inc.  of  Newark.  He  has  owned  the  paper 
for  30  years.  T.D.  Griley  holds  a  minority  interest.  Broker  Owen  Van 
Essen  says  the  sale  follows  a  trend  of  newspapers  clustering  into 
regional  groups.  He  says  one  in  four  U.S.  dailies  is  owned  by  a 
company  that  publishes  in  an  adjacent  market. 

The  Courier  and  Review  Times  publish  Monday  through  Saturday 
in  adjacent  towns  but  compete  “on  a  friendly  basis,”  Kah  says, 
adding  that  the  merger  could  lead  to  zoned  and  combination  ad  sales, 
since  "there’s  a  demand  and  opportunity  for  that.” 

Nov.  help  wanted  dips 

Newspaper  advertising  linage  dropped  in  many  markets  in 
November,  but  help  wanted  cla.ssified  held  fairly  steady,  according 
to  the  Conference  Board’s  measurements  of  volume  in  51  leading 
newspapers.  The  business  group’s  help  wanted  index  rose  to  91  in 
November,  from  87  in  October  —  but  it  was  93  a  year  ago.  "The 
Great  American  Job  machine  is  not  broken,”  says  board  economist 
Ken  Goldstein.  “It  isn’t  even  slowing.” 

Dolan  buys  business  tab 

Minneapolis-based  Dolan  Media,  publisher  of  local  business 
papers  across  the  country,  has  acquired  the  Idaho  Business  Review, 
a  3.000-circulation  weekly  tabloid,  from  Carl  A.  Miller,  who 
founded  it  in  1984  and  plans  to  retire  this  month. 

Dolan  Media  president  and  CEO  James  P.  Dolan  says  he  was 
attracted  to  Idaho’s  bustling  busi.ness  community.  “It’s  a  state  capital, 
a  big  university  city.  It  has  Fortune  500  companies  and  more  than  3(X) 
high  technology  companies.  This  is  a  terrific  market  for  a  business 
publisher,”  he  says.  He  plans  no  staff  changes. 
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The  lonely  death 
of  Philip  ITue 

Philip  True’s  colleagues  and  friends 
gathered  in  the  San  Antonio  Express- 
News  newsroom  last  Thursday  to 
mourn  his  death  one  last  time.  The  former 
wallpaper  hanger,  who  became  an  unusual¬ 
ly  sensitive  and  probing  foreign  correspon¬ 
dent  in  Mexico,  suffered  an  unusually  bru¬ 
tal  and  lonely  death  last  month  in  the 
remote  Sierra  Madre  Occidental  moun¬ 
tains,  apparently  at  the  hands  of  two 
Huichol  Indians,  whose  people’s  story  he 
had  undertaken  his  long  trek  to  tell.  (See 
E&P,lm.  2,  p.  11.) 

Soon  after  True’s  body  was  found  in  its  Philip  True 
shallow  grave,  Express-News  editor  Robert 

Rivard  wrote  of  him,  “Philip  was  the  kind  of  foreign  correspondent  who  worked  alone 
and  afield,  a  species  of  reporter  that  ought  to  be  on  the  endangered  list.’’ 

Rivard  explained  that  True  was  not  content  to  be  the  kind  of  correspondent  who  con¬ 
fines  his  coverage  to  the  ruling  party  functionaries  and  fawners  of  Mexico  City  and  who 
ventures  little  beyond  the  endless  cocktail  circuit  in  the  elite  enclave  of  Coyoacan. 

Reflecting  on  the  coverage  of  Philip  True’s  death,  though,  we  read  another,  more 
chilling,  meaning  in  those  words.  For  just  as  True  was  “alone  and  afield”  in  life,  it  is 
also  distressingly  apparent  that  in  death  he  has  remained  obscure  and  literally  out  of 
sight  to  the  vast  majority  of  U.S.  newspapers.  A  Lexis-Nexis  search  of  the  1 8  days 
from  when  he  was  first  reported  missing  until  two  suspects  were  charged  with  his 
murder  reveals  that  only  40  papers  published  anything  at  all  about  True.  When  the 
alleged  killers  were  arraigned  in  easy-to-reach  Guadalajara  on  Dec.  28,  only  three 
U.S.  news  organizations  —  The  Associated  Press,  Houston  Chronicle  and  Express- 
News  —  sent  reporters.  This  widespread  apathy  about  a  U.S.  journalist  murdered 
abroad  is  puzzling  and  disturbing  and  lends  a  dark  double  meaning  to  Rivard’s  refer¬ 
ence  to  an  endangered  list. 

For  it  is  not  too  much  to  say  that  his  alleged  killers  —  indeed,  True’s  body  itself  — 
might  never  have  been  found  without  the  pressure  Mexican  authorities  felt  from  the 
attention  brought  by  the  a  few  U.S.  news  organizations.  Especially  critical,  too,  were  the 
letters  from  the  Inter  American  Press  Association  and  Committee  to  Protect  Journalists 
that  arrived  on  President  Ernesto  Zedillo’s  desk  at  the  first  sign  of  True’s  disappearance. 
But  if  foreign  governments  begin  to  sense  that  U.S.  newspapers  don’t  care  enough  to 
report  when  their  own  journalists  are  in  trouble,  wire  dispatches  and  protest  letters  will 
be  powerless  to  protect  all  the  future  Philip  Trues  out  there  alone  and  afield. 
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Winship  scores 

Tom  Winship’s  column  on  the  need  for 
overhaul  of  political  coverage  (“Political 
coverage  needs  overhaul,”  Dec.  12,  p.l6) 
was  on  the  mark  in  all  his  points  except  for 
lamenting  low  voter  turnout  —  a  problem 
will  correct  itself  if  the  media  overhaul  the 
way  they  cover  politics.  His  views  are 
applicable  from  main  street  to  the  Beltway. 
As  newspaper  people,  let’s  start  covering 
substance.  Ask  the  hard  que.stions.  Leave 
the  softball  for  TV  reporters.  Also,  phooey 
on  the  polls.  Politics  ain’t  “beanbag,”  and 
it’s  certainly  more  than  a  horse  race. 

Watch  those  headlines,  like  Tom  advis¬ 
es.  “Scanners”  rarely  get  past  the  headlines. 

I’ll  second  the  call  for  in-depth  charac¬ 
ter  profiles.  Remember  the  time  the  press 
told  us  character  isn’t  important?  Indeed, 
who  are  those  people  running  for  office? 

Yes.  Start  running  political  stories 
when  the  campaigns  begin.  Typically,  the 
daily  press  .starts  covering  politics  about 
1 0  days  before  Election  Day. 

A  political  truism  Win.ship  remem- 

50  YEARS  AGO ... 

NEWSFAPERDOM® 

from  Editor  &  Publisher,  Jan.  8, 1949 

Paid  circulation  grows  more  strong¬ 
ly  at  afternoon  than  at  morning  papers, 
according  to  a  review  of  more  than  250 
publishers  statements  to  the  Audit 
Bureau  of  Circulations. 

Afternoon  circulation  grew  1.25%, 
vs.  0.53%  for  AMs  and  0.99%  for 
Sunday  editions,  according  to  reports 
for  the  six  months  ended  Sept.  30, 
1948,  and  a  year  earlier.  U.S.  daily  cir¬ 
culation,  on  the  rise  since  the  mid- 
1930s,  broke  50  million  in  1946. 

In  Dayton,  Ohio,  the  morning  Jour¬ 
nal  and  evening  Herald  were  sold  to 
Evening  News  Publishing  Co.  and 
merged  as  the  Journal  Herald.  Rising 
costs  were  cited  as  the  reason. 
Evening  News,  owned  by  former  Ohio 
Gov.  and  1928  Democratic  presiden¬ 
tial  candidate  James  M.  Cox,  contin¬ 
ues  to  publish  the  Dayton  Daily  News 
independently. 

For  reasons  of  economy,  four  daily 
newspapers  in  Halifax,  Nova  Scotia, 
merge  into  two,  the  morning  Halifax 
Chronicle-Herald  and  afternoon 
Mail-Star. 
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bered:  “Follow  the  money.”  Who  gave  and 
how  much  is  only  part  of  the  story.  Why 
they  gave  often  is  the  big  story. 

Shame  on  us.  Let’s  start  reporting  and 
writing  politics  for  grownups.  The  result 
might  be  surprising  when  voters  start  re¬ 
sponding  like  responsible  adults. 

William  H.  Schroeder 
chairman/publisher. 
Lakeland  Newspapers,  Grayslake,  Ill. 


Flacking 
isn’t  hacking 

I  agree  with  Dick  Pirozzolo’s  defense  of 
public  relations  (Letters.  Dec.  19)  though 
his  definition  of  flack  is  not  exactly  correct. 
As  noted  in  my  book,  Webster’s  Nevi'  World 
Dictionaiy  of  Media  and  Communications, 
Variety  first  used  the  term,  from  the  German 
flak  (no  (•),  which  is  an  abbreviation,  not  an 
acronym,  of  “Fliegerabwehrkanone,”  an 
antiaircraft  cannon.  Journalists  and  PR  peo¬ 
ple  strive  for  complete  accuracy! 

Richard  Weiner 
New  York,  N.Y. 

Flack’s  not  wrong 

This  letter  is  in  regard  to  statements 
from  Dick  Pirozzolo  about  the  use  of  the 
word  flack.  1  believe  he  was  incorrect  in 
the  word’s  origin  and  common  use. 

First,  he  is  correct  that  the  word  flak 
(not  Hack)  is  an  abbreviation  from  the 
German  word  "fliegerabwehrkanonen” 
(flyer+defen.se-i-cannons),  originating  pri¬ 
or  to  World  War  II  to  describe  anti-aircraft 
shells  which  burst  in  proximity  to  over¬ 
head  planes.  However,  the  word  flack  is 
properly  used  to  denote  public  relations 
professionals.  In  Webster’s  New  Collegi¬ 
ate  Dictionary,  flack  is  defined  as  “one 
who  provides  publicity;  esp:  press  agent.” 

It  may  be  true  that  the  u.se  of  the  word 
flack  originated  by  a  misspelling  of  flak, 
but  1  am  not  aware  of  the  first  use  in  a  pub¬ 
lication  and  its  context.  Just  thought  you 
should  know. 

Tony  Rogers 
Duluth,  Minn. 

Flack  again 

Dick  Pirozzolo  asks  journalists  to  stop 
using  the  “insulting  and  dated  term  flack 
to  describe  public  relations  professionals.” 


Tlie  work  he  complains  about  has  noth¬ 
ing  to  do  with  the  German  words  for  anti¬ 
aircraft  fire.  That’s  flack.  It  also  means  a 
“critical  or  hostile  reaction.” 

If  enough  kids  catch  "flack”  from  their 
parents  for  breaking  curfew,  as  mentioned 
by  Pirozzolo,  the  Public  Relations  Society 
of  America  would  not  be  able  to  keep  up 
with  new  membership  applications. 

According  to  my  dictionary,  “flack”  is 
slang  for  press  agent.  In  44  years  with 
United  Press  International,  I  never  used  the 
word,  even  in  conversation.  I  never  called 
my  colleagues  “hacks,”  either.  James  Ad¬ 
ams,  UPI’s  former  CEO.  did  that! 

Ed  Hart 
Tamarac.  Fla. 

Let  readers 
do  the  printing 

Could  it  be  the  Internet  has  something 
to  do  with  declining  readership?  And  if  it 
does,  what  can  be  done  about  it?  I  see  the 
future  of  news  being  electronically  trans¬ 
mitted  on  the  Internet  and  via  cable  televi¬ 
sion.  Maybe  big  newspaper  presses  will  go 
the  way  of  hot  type,  but  the  publisher’s  only 
worry  will  be  to  have  enough  newsprint  on 
hand  for  subscribers  to  do  their  own  down¬ 
loading  and  printing.  The  electronic  print 
version  would  be  a  direct  copy  of  the  paper, 
with  news,  ads.  color,  art.  etc. 

It  could  happen  if  Congress  would  en¬ 
force  copyright  law,  which  requires  per¬ 
mission  before  duplicating  protected  ma¬ 
terial,  and  give  print  the  same  protection 
accorded  the  motion  picture  and  music 
recording  industries.  The  old  saying  “An 
article  copied  is  one  less  Journal  sold”  has 
haunted  print  media  since  the  introduction 
of  the  photocopier  a  half-century  ago. 
With  computers,  facsimile  machines, 
printers,  and  scanners,  copying  is  now 
more  prevalent  than  ever. 

My  company  has  a  patented  opto-elec- 
tronic  system,  a  chip  designed  to  control 
copyrighted  information,  that  can  allow 
only  paid  subscribers  to  download  a  jour¬ 
nal.  High  definition  TV.  with  six  times 
greater  definition  than  current  analog  TV, 
could  display  news  clearly. 

It’s  a  cruel  world  with  Microsoft  linked 
with  TV  networks  —  and  newspapers 
paying  to  gather,  print  and  distribute  news 
on  paper.  It’s  time  to  fight  back. 

Alex  Philibert 
CEO.  Toltek  Electronics  Corp., 
Philadelphia.  Pa. 
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AMERICAN  LAWYER  MEDIA 

JACK  BERKOWITZ  to  vice  presi¬ 
dent,  strategic  planning  at  American 
Lawyer  Media  Inc.,  from  independent 
consultant  for  the  New  York-based  legal 
publisher. 
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O-DANIEL 

BAKERSFIELD 
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RINK 

BAKERSFIELD 

CALIFORNIAN 


ARKANSAS 

DEMOCRAT-GAZETTE 

FRANK  FELLONE  to  deputy  editor 
at  the  Arkansas  Democrat-Gazette  in 
Little  Rock,  Ark.,  from  columnist  and 
deputy  managing  editor. 

DAVID  BAILEY  to  managing  editor 
for  news,  from  city  editor. 

RAY  HOBBS  to  deputy  managing  edi¬ 
tor  for  news,  from  assistant  managing  edi¬ 
tor  for  news. 

ALYSON  HOGE  to  deputy  managing 
editor  for  production,  from  Sunday  editor. 

JACK  SCHNEDLER  to  deputy  man¬ 
aging  editor  for  features,  from  assistant 
managing  editor  for  features. 


new  post  at  Dow  Jones  &  Co.,  from  senior 
vice  president,  information  technology 
services  at  Hartford  Life  Inc. 


sified  advertising  manager. 

CHUCK  O’DANIEL  to  advertising 
director,  from  display  ad  manager. 


DOLAN  MEDIA  INC. 

SCOTT  J.  POLLEI  to  executive  vice 
president.  He  remains  chief  financial  offi¬ 
cer  of  Dolan  Media,  based  in  Minneapolis. 

SAMUEL  B.  SPENCER  to  president 
of  Dolan’s  newly  named  regional  group  of 
local  publishing  companies. 

BRIAN  LONG  to  president  of  the 
renamed  national  group,  Dolan  Media’s 
electronic  information  companies. 


EAGLE  TIMES 

ALAN  S.  GRIGSBY  to  publisher  of 
the  Eagle  Times  of  Claremont,  N.H.,  from 
vice  president  and  general  manager  at  The 
Times  Argus  in  Barre,  Vt. 


HOLLYWOOD  REPORTER 

ANITA  M,  BUSCH  to  editor  at  The 
Hollywood  Reporter  in  Los  Angeles, 
where  she  is  responsible  for  the  daily 
entertainment  trade  paper.  She  had  recent¬ 
ly  freelanced  for  The  New  York  Times  and 
Vanity  Fair. 


BAKERSFIELD 

CALIFORNIAN 

ELLEN  RINK  to  circulation  director 
at  The  Bakersfield  Californian,  from  clas- 


DOW  JONES  &  CO. 

WILLIAM  A.  GODFREY  III  to  vice 
president  and  chief  technology  officer,  a 


KANSAS  CITY  KANSAN 

KEN  DULANEY  to  publisher  of  the 
Kansas  City  Kansan.  He  succeeds  James 
D.  Kennedy,  who  will  work  on  special 
projects  with  Liberty  Group  Publishing  in 
Northbrook,  111. 


NEW  YORK  DAILY  NEWS 

RICHARD  T.  PIENCIAK  to  metro¬ 
politan  editor,  from  Sunday  writer  at  the 
New  York  Daily  News. 

RUTH  LANDA  to  city  editor,  from 
deputy  editor  of  the  op-ed  page. 


John  R.  Kenny 

has  sold 

Tomah  (WI)  Monitor-Herald/ Journal 
Tri-County  (WI)  Advertiser 

( 17. 100  combined  weekly  circulation) 
to 

Independent  Media  Group,  Inc. 

of  Adrian,  MI 

We  are  proud  to  have  represented 
John  R.  Kenny  in  this  transaction. 


NEW  YORK  TIMES  CO. 

ROLAND  A.  CAPUTO  to  president 
of  City  &  Suburban,  The  New  York 
Times'  wholesale  distribution  subsidiary, 
from  production  group  director  and 
manager. 

JOHN  G.  DALY  to  City  &  Suburban 
senior  vice  president  of  sales  and  opera¬ 
tions,  from  Times  vice  president  of  nation¬ 
al  circulation. 

PHYLLIS  CALVANO  to  City  & 
Suburban  senior  vice  president  of  finance 
and  administration,  from  assistant  Times 
controller. 


PRESS  REGISTER 

STEVE  STEWART  to  editor  and  pub¬ 
lisher  at  the  Press  Register  in  Clarksdale, 
Miss.,  from  editor  and  publisher  of  the 
twice-weekly  Yazoo  City  Herald. 
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LARRY  LIDDELL  to  managing 
editor,  from  news  editor. 

SYRACUSE  NEWSPAPERS 

JIM  KLEINKLAUS  to  director  of 
advertising  and  marketing,  from  advertis¬ 
ing  director  at  Syracuse  Newspapers, 
publisher  of  The  Post-Standard  and 
Syracuse  H erald-Journal. 

BILL  ALLISON  to  assistant  advertis¬ 
ing  director  of  classified,  from  classified 
manager. 

DAVE  WORDEN  to  assistant  adver¬ 
tising  director  of  retail,  from  ad  services 
manager. 

TIMES  HERALD-RECORD 

JACK  SALNDERS  to  circulation 
director  at  the  Times  Herald-Record  in 
Middletown.  N.Y.,  from  circulation  direc¬ 
tor  at  the  North  Jersey  Herald  and  News 
in  Passaic,  N.J. 

TRIBUNE  PUBLISHING  CO. 

TIMOTHY  P.  KNIGHT  to  vice  pres¬ 
ident  for  strategy  and  development  of 
Tribune  Publi.shing  Co.,  the  publishing 
unit  of  Chicago  Tribune  corporate  parent 
Tribune  Co.,  from  vice  president  of  affili¬ 
ates  and  business  development  at 
Classified  Ventures,  an  online  venture 
partially  owned  by  Tribune  Co. 

WASHINGTON  TIMES 

RICHARD  H.  AMBERG  JR.  to 

vice  president  and  general  manager  at 
The  Washington  Times  in  Washington. 
D.C.,  from  general  manager  at  The  Free 
Lance-Star  in  Fredericksburg,  Va. 

HALLE  BERING-JENSEN  to  edito¬ 
rial  page  editor,  from  deputy  editorial 
page  editor.  He  succeeds  Tod  Lindberg 
who  joined  The  Heritage  Foundation  as 
editor  of  The  Policy  Review. 


ExSfP  OBITUARIES 


CATHERINE  LIGHTBOLRNE 
CONNORS,  69,  a  former  editor  at  New 
York  City’s  weekly  Amsterdam  News, 
died  Dec.  16  of  cancer.  She  started  as  a 
society  columni.st  at  the  African- 
American-oriented  weekly  in  the  1950s. 
She  went  on  to  television  but  returned  to 
the  News  as  assistant  to  the  publisher  in 
1994  and  retired  three  years  later. 

WINK  DEVANE,  57,  editor  at  the 
weekly  Mailho.x  Post  in  Valdosta,  Ga.,  died 
Jan.  3  of  a  heart  attack.  He  started  his 
career  at  The  Valdosta  Daily  Times  in  1969 
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and  worked  his  way  up  to  managing  editor 
by  1982.  He  went  on  to  be  publisher  of  the 
Laurel  (Miss.)  Leader-Call  and  the  Cor¬ 
bin,  Ky.,  Times-Trihune.  In  1992,  he 
returned  to  Valdosta,  to  the  Mailho.x  Post. 

HENRY  GUERNSEY  GAY,  72,  for¬ 
mer  publisher  of  the  weekly  Shelton-Ma- 
son  (Wash.)  County  Journal,  died  of  cancer 
Jan.  3.  He  was  publisher  for  32  years  and  at 
the  same  time  wrote  columns  that  ran  in 
papers  throughout  the  region.  Known  for 
their  irreverence,  they  won  him  the  Amer¬ 
ican  Civil  Liberties  Union’s  William  O. 
Douglas  Award  and  honors  from  the  Amer¬ 
ican  Society  of  Newspaper  Editors. 

SEBASTIAN  HAFFNER.  91,  an  au¬ 
thor  and  former  columnist  for  British  and 
German  newspapers,  died  Jan.  2  after  a  long 
illness.  He  started  as  a  journalist  in  Berlin 
but  left  Nazi  Germany  in  1938  for  London, 
where  he  wrote  for  The  Ohsen  er  before 
returning  to  Berlin  in  1954  as  an  Ohserxer 
correspondent.  He  also  wrote  columns  for 
Hamburg’s  Die  Welt  and  Stern  magazine. . 

DAVID  E.  LYNCH.  56,  a  Washington 
correspondent  for  20  years,  died  of  cancer 
Dec.  31.  In  1970,  he  joined  the  Griffin- 
Larrabee  news  bureau  in  Washington  as  a 
reporter.  He  joined  the  Buffalo  (N.Y.) 
Courier-E.xpress  in  1974  only  to  return  to 
Washington  in  1977.  He  then  opened 
Lynch  Communications,  a  news  service 
whose  clients  included  the  Lincoln  (Neb.) 
Journal,  The  Gazette  in  Cedar  Rapids, 
Iowa,  and  Data  Transmission  Network. 

(lERALD  MARTIN.  55.  a  sportswriter 
who  specialized  in  stock  car  racing  for  The 
News  &  Ohsener  in  Raleigh.  N.C.,  died 
Jan.  3  due  to  complications  from  pancreati¬ 
tis.  He  joined  The  News  &  Ohsen  er  in 


_ WEWSPEOPJ  e _ 

by  Karim  Mostafa 

1969  and  went  on  to  win  awards  from 
state  and  national  press  organizations. 

ALFRED  R.  MATHEWSON,  90,  a 
New  England  photojoumali.st  who  made 
his  career  at  the  now-defunct  Post 
Publishing  Co.  in  Bridgeport.  Conn.,  died 
Dec.  31.  After  stints  at  The  Providence 
Journal  in  Rhode  Island  and  the  Observer 
Dispatch  in  Utica.  N.Y.,  he  joined  the 
Bridgeport  Post  in  1933  and  remained 
with  the  Post  Publishing  Co.  until  1987. 

JAMES  PINSON,  78,  editor  emeritus 
of  the  Waycross  (Ga.)  Journal-Herald,  died 
Jan.  1  after  a  long  illness.  He  was  an  editor 
at  the  paper  for  38  years  before  retiring  in 
1 989.  He  served  as  city  commissioner  and 
mayor  while  repeatedly  winning  awards 
from  the  Georgia  Press  As.sociation. 


EdfP  AWARDS 


The  39th  annual  William  Randolph 
Hearst  Foundation’s  Journalism  Awards 
Program  selected  20  collegiate  winners 
for  writing  editorials  and  columns.  First 
place,  a  S2.0(X)  scholarship,  went  to  Sharif 
J.  Durhams.  University  of  North  Carolina. 
Chapel  Hill,  for  a  St.  Petersburg  Times  edi¬ 
torial  titled  "On  a  college  campus,  even 
crime  can  be  confidential.”  Amber  Benson. 
Texas  A&M  University,  took  second  place 
and  a  $  1 .500  scholarship.  Spencer  L.  Dun¬ 
can.  University  of  Kansas,  won  third  place 
and  a  $  1 ,000  scholarship. 

The  Seattle  Times  Company 
Publisher’s  Circle  Award  for  Senior 
Management  went  to  Rick  Doyle,  editor 
at  the  Walla  Walla  (Wash.)  Union- 
Bulletin,  a  Seattle  Times  Co.  paper. 


most  experienceid  executive 
recruiting  firm  in  the  newspaper  industry 

/ 

ore  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 
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The  Encryption 
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Hackers  up  ante  for  even 
routine  data  protection 


TRAVELERS  UNAWARE 

There’s  a  lot  of  naivete  on  the  part 
of  businesses  and  individuals  regarding  the 
security  of  their  information.  But  for  jour¬ 
nalists  and  news-gathering  organizations, 
encryption  may  be  the  only  safeguard 
against  increasingly  sophisticated  and  hos¬ 
tile  agents  who  use  the  ubiquity  of  networks 
to  target  the  media.  Despite  this,  end-to-end 
encryption  has  yet  to  figure  into  the  com¬ 


munication  plans  of  most  journalists. 

“There’s  too  little  recognition  of  this 
issue.  I’m  sorry  to  say,”  says  Dan  Gillmor, 
technology  columnist  for  the  San  Jose 
(Calif.)  Mercury  News.  “It’s  a  major  cause 
of  concern.  If  any  business  should  recognize 
the  need  for  this  technology,  it’s  ours.” 

Adam  Clayton  Powell  III,  vice  president 


of  Technology  and  Programs  for  The 
Freedom  Forum,  says:  “The  reason  for 
encryption  is  the  same  reason  for  sealing 
an  envelope.  As  far  as  I  know,  journalists 
seal  envelopes  when  they  mail  stories  and 
even  innocuous  letters  to  colleagues. 
Aside  from  obvious  privacy  concerns, 
journalists  are  not  especially  eager  to  see 


While  public  encryption  is  limited,  the 
U.S.  military  faces  no  such  restrictions, 
which  created  a  degree  of  skepticism  when 
military-grade  encryption  was  used  to  keep 
President  Clinton’s  Aug.  17  televised  grand 
jury  testimony  secure.  The  U.S.  policy 
seems  to  be  that  insecure  encryption  is  OK 
for  the  public  but  not  for  politicians 
involved  in  scandals. 


The  top-secret  nature  of  the  presidential 
testimony  drew  attention  to  an  issue  that’s 
bigger  than  the  complex  algorithms  and  the 
prodigies  striving  to  create  “unbreakable” 
codes.  As  we  hurtle  toward  a  totally  wired 
future,  encryption  means  much  more  than  a 
measure  of  protection. 


It’s  a  credo  that  most  journalists  strive  to 
live  by:  Don’t  share  your  notes  and  don’t 
give  out  advance  copies  of  your  story. 
But  what  many  American  journalists 
often  lose  sight  of  is  that  while  traveling 
through  cyberspace  one  might  unwittingly 
put  his  work  at  risk.  Stories  that  might  still 
be  in  the  tweaking  stage  could  be  intercepted 
while  being  transmitted.  Anonymous 
sources,  which  may  only  be  in  a  story 
version  sent  to  the  editor,  might  become 
public  knowledge. 

That’s  where  the  need  for  encryption 
comes  in.  Encryption  —  the  method  of 
encoding  data  to  keep  it  secure  —  is  one 
good  way  to  frustrate  computer  hackers  or 
other  snoops.  Currently,  the  only  encryption 
standard  the  United  States  permits  for 
development  and  export  is  what’s  known  as 
56-bit  Data  Encryption  (DES),  a  level  that’s 
easily  cracked,  according  to  the  Electronic 
Frontier  Foundation. 


Imperative 


their  work  pirated  or  their  scoops  grabbed 
by  competitors.” 

TROUBLE  ON  THE  FRONTIER 

For  overseas  journalists  in  particular, 
many  of  whom  are  increasingly  dependent 
upon  networks  like  the  Internet  for  commu¬ 
nicating  with  both  sources  and  editors, 
security  must  become  a  priority.  Reporters 
posted  in  countries  with  whom  the  United 
States  has  an  adversarial  relationship 
already  find  themselves  in  dangerous 
physical  circumstances. 

Advances  in  listening  devices  and  net¬ 
work  interceptors 
compromise  their 
ability  to  gather 
news,  at  the  very 
least.  At  worst, 
covert  surveil¬ 
lance  of  network 
data  may  endan¬ 
ger  lives. 

Michael  Stoll, 
now  a  reporter  for 
the  Press  &  Sun- 
Bulletin  in  Bing¬ 
hamton,  N.Y., 
wasn’t  in  much 
danger  when  he 
attended  an  Inter¬ 
national  Youth 
Conference  in  Cuba.  But  after  he  transmitted 
articles  to  two  U.S.  newspapers  via  a 
government-provided  Internet  link,  he  was 
chagrined  to  have  Cuban  officials  quote  his 
copy  back  to  him  verbatim. 

Maud  S.  Beelman,  director  of  the 
International  Consortium  of  Investigative 
Journalists  at  The  Center  for  Public 
Integrity,  says:  “Most  reporters  who  work 
in  the  United  States  don’t  see  the  immediate 
need  for  encryption.  They  assume  they  are 
safe.”  She  says  encrypting  information 
should  carry  the  same  weight  as  protecting 
one’s  Rolodex. 

PROTECTING  YOUR  PRIVACY 

Philip  Zimmermann.  a  world-renowned 
cryptographer,  says  the  issue  is  nothing  less 
than  a  battle  for  the  control  of  free  speech 
in  a  digital  society.  He  is  the  creator  of  a 
free  public-key  encryption  program  known 


as  Pretty  Good  Privacy  (PGP),  a  robust 
128-bit  format  that  remains  subject  to  U.S. 
export  restrictions. 

So  if  privacy  and  protection  are  prereq¬ 
uisites  for  free  speech,  what  are  newspaper 
organizations  doing  to  protect  themselves? 
Some  whose  Web  sites  involve  some  type 
of  transactional  feature  use  what’s  called 
Secure  Socket-Layer  (SSL)  encryption  to 
protect  monetary  interactions. 

But  outside  the  financial  realm,  some 
observers  say  media  organizations  have 
placed  themselves  at  great  risk  by  not  being 
proactive  about  encryption.  A  casual  poll  of 
reporters  and  ex¬ 
ecutives  at  organi¬ 
zations  like  The 
New  York  Times 
and  Hearst  News¬ 
papers  generates 
little  more  than 
shmgs. 

Beelman.  how¬ 
ever,  cites  the 
long-standing 
efforts  of  her  for¬ 
mer  wire  service 
employer.  The  As¬ 
sociated  Press 
(AP),  which  main¬ 
tains  a  private, 
internal  network 
for  all  its  communications. 

Tim  Gallivan,  the  AP  director  of  news 
technology  and  a  19-year  veteran  in  this 
field,  points  to  the  company’s  proprietary 
system  in  use  by  both  foreign  and  domestic 
correspondents. 

“AP  maintains  a  private,  distributed 
computer  network  that  doesn’t  use  any 
Internet  protocols,”  Gallivan  says.  “Our 
network  is  its  own  best  defense.  A  hacker 
would  have  a  very  hard  time  accessing  it, 
because  it  is  so  highly  compartmentalized.” 

The  system  uses  dial-up  modem  locations 
around  the  country  and  protects  its  members 
through  log-ins  and  passwords.  Asked 
whether  the  system  uses  some  form  of  end- 
to-end  encryption.  Gallivan  says  it  does  not 
but  emphasizes,  “The  highly  customized 
nature  of  a  system  like  this  leaves  it 
impervious  to  tampering.” 

To  cryptographers  like  Zimmermann, 


such  claims  are  cause  for  concern.  He  says, 
“If  I  were  a  reporter  working  for  the  AP,  I 
would  seriously  question  the  integrity  and 
safety  of  my  information  and  myself.”  He 
adds,  “We’re  not  talking  about  pimply 
faced  teen-age  hackers  here.  We're  talking 
about  very  resourceful  and  determined 
governments,  corporations  and  agents  who 
have  highly  sophisticated  means  to  intercept 
data.  Private  networks,  no  matter  how 
customized,  are  susceptible  without  end-to- 
end  encryption.” 

Gallivan’s  response:  “He’s  all  wet.  If 
intruders  ever  succeeded  in  getting  into  this 
system,  they  would  be  faced  with  an 
extremely  daunting  task  of  having  to  breach 
every  layer  of  process  that  protects  our 
information.” 

From  Gallivan’s  perspective  as  a  journalist, 
the  desire  to  break  into  such  a  system  would 
be  limited  anyway.  “Most  of  us  are  not  too 

Clinton  loosens 
encryption 

by  David  Noack 

Federal  regulators  have  unveiled 
new  rules  proposed  by  the 
White  House  that  loosen  exist¬ 
ing  laws  for  exporting  strong  encryp¬ 
tion  technology. 

The  effort  is  aimed  at  giving  a  boost 
to  online  merchants,  insurance  compa¬ 
nies,  banks  and  financial  institutions 
and  the  healthcare  market,  to  capture 
more  business  internationally  under  the 
protection  of  “strong”  encryption. 

High-tech  companies  have  long 
groused  that  the  current  56-bit  encryp¬ 
tion  standard  is  not  secure  enough. 
Under  the  new  proposal,  they  will  have 
the  ability  to  encrypt  their  tran.smis- 
sions  at  complex  algorithm  levels  of 
1 28  bits  or  higher. 

According  to  the  Commerce  Depart¬ 
ment’s  Bureau  of  Export  Administra¬ 
tion,  the  new  rules  would  virtually  elim¬ 
inate  restrictions  on  selling  powerful 
computer  data  scrambling  products  to 
subsidiaries  of  U.S.  corporations.  The 
Commerce  Department  also  reduces  the 
number  of  hurdles  that  U.S.  companies 
must  contend  with  to  receive  approval 
for  other  types  of  strong  encryption 
export.  A  group  of  computer  industry 
executives  gave  qualified  support  to  the 
Clinton  Administration’s  decision. 

“It’s  good  progress,  but  we’re  not 
done  yet,  says  Ken  Kay,  executive  direc¬ 
tor  of  the  Computer  Systems  Policy 
Project,  a  coalition  of  CEOs  of  the  12 
largest  U.S.  computer  makers. 


Reuters 


Clinton’s  Aug.  17  grand  jury  testimony  was 
encrypted  by  military  software  to  avoid  hacking. 
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Encrypting  information 

by  David  Noack 

When  discussing  what  steps  The  New  York  Times  takes  to  safeguard  reporters’ 
stories  from  government  cyber-snoops  in  less-than-friendly  countries, 
Stephen  C.  Miller  is  circumspect.  “There  are  countries  where  our  correspon¬ 
dents  have  very  strong  encryption  and  encrypt  their  files  before  they  send  it  back,”  says 
Miller,  the  assistant  to  the  technology  editor. 

As  federal  lawmakers  debate  various  encryption  standards,  the  issue  for  some  of  the 
nation’s  newspapers  ranges  from  concern  to  complacency.  Whether  lacking  a  real  threat 
over  the  need  to  use  special  software  to  scramble  and  unscramble  stories  or  simply 
seeking  to  avoid  inviting  trouble,  encryption  is  something  newspapers  prefer  to  discuss 
in  the  abstract. 

A  survey  of  520  security  experts  in  U.S.  corporations,  government  agencies,  finan¬ 
cial  institutions  and  universities  conducted  last  year  and  released  by  the  Computer 
Security  Institute,  a  San  Francisco-based  computer  security  consulting  firm,  found  that 
44%  of  business  and  government  agencies  reported  unauthorized  access  by  employees, 
25%  had  denial  of  service  attacks,  24%  found  system  penetration  from  the  outside, 
18%  reported  theft  of  proprietary  information,  15%  had  incidents  of  financial  fraud, 
and  14%  reported  sabotage  of  data  or  networks. 

Encryption  is  just  one  piece  of  a  multilayer  approach  to  computer  and  data  security 
at  newspapers.  Other  roadblocks  to  thwart  electronic  eavesdroppers  includes  dedicated 
telephone  lines,  passwords  and  authentication  codes. 

“We  use  encryption.  ...  It’s  not  as  extensive  as  it  might  be,  because  we  have  some 
other  security  methods  in  place.  We  have  numbers  for  people  to  dial  that  come  direct¬ 
ly  to  New  York.  It’s  our  phone  line,  so  if 
someone  is  tapping  the  phone  line,  and 
our  Internet  set-up,  we  have  a  secure  IP 
(Internet  Protocol).  It’s  an  encryption 
device  that  you  dial  in  and  have  to  put  in 
these  numbers  that  change  every  min¬ 
ute,”  says  Miller. 

Prior  to  the  growth  and  popularity  of 
the  Internet,  newspapers  used  their  own 
proprietary  or  dedicated  dial-up  net¬ 
works,  where  reporters  would  use  a 
modem  to  call  a  particular  telephone 


concerned  about  leakage  because  news  is 
such  a  perishable  commodity,”  he  says. 
“We  have  dealt  with  protecting  our  sources 
and  information  for  150  years,  and  since 
we  adopted  this  network,  we  have  never 
had  a  breach.” 

Still,  Gallivan  is  quick  to  underscore 
AP’s  active  research  and  testing  of  system 
extensions  to  deal  with  the  vagaries  of 
Internet  communications  on  the  rise.  “We 
can  never  be  complacent  about  these 
things,”  he  says. 

Ann  Harri.son, 
a  senior  writer  for 
Software  maga¬ 
zine  who  covers 
security  and  busi¬ 
ness  intelligence, 
supports  the  side 
of  cryptographers 
on  this  issue. 
“Large  organiza¬ 
tions  with  private 
networks  are  vul¬ 
nerable,  and  re¬ 
porters  in  the 
field  are  vulnera¬ 
ble,”  she  says.  “I 
think  there  is 
much  more  net¬ 
work  monitoring 
than  they  think 
there  is.” 

HOW  THE 
CODE  WAS 
CRACKED 

Journalists 
used  to  lock  up 
and  hide  papers 
they  didn’t  want 
anyone  to  see, 
but  there  is  no¬ 
where  to  hide  in  cyberspace,  since  the  tech¬ 
nology  which  spawned  it  also  provided  the 
building  blocks  for  electronic  surveillance. 

“There’s  a  parallel  between  encryption’s 
fate  and  what  happened  with  electronics  in 


the  ’50s  and  ’60s,”  says  Zimmermann,  now 
an  independent  consultant  and  Senior  Fellow 
at  Network  Associates,  a  technology  con¬ 
glomerate  devoted  to  building  commercial 


security  software.  “In  the  ’50s,  the  govern¬ 
ment  created  integrated  circuits  specifically 
for  guided  missile  technology,  which  inad¬ 
vertently  crossed  over  and  gave  rise  to  the 


Without 
encryption, 
there  is  no 
other  way 
to  send  from 
point  to  point 
securely.  ... 
We  have  to 
hang  onto  our 
privacy  now. 

Philip  Zimmermann, 
creator,  PGP  software 


Staying  cool  —  and  safe  —  in  hostile  territory 


There  are  a  variety  of  ways  journalists  can  protect  stories 
transmitted  online,  according  to  encryption  expert  Philip 
Zimmermann.  “If  a  journalist  is  in  a  hostile  country  covering 
human  rights  and  detailing  abuse,  you  need  an  encryption  soft¬ 
ware  that  will  stand  up  to  that  government,”  he  says.  “If  that 
information  gets  in  the  wrong  hands,  people  could  be  tortured 
or  killed.” 

Zimmermann  tells  of  a  U.N.  human  rights  inspector  who  was 
leaving  Zaire.  Somehow  the  inspector  got  separated  from  his  lug¬ 
gage  at  the  border.  The  inspector  didn’t  have  a  computer,  ju.st  his 
hand-written  notes  detailing  eyewimess  accounts  of  abuse. 

When  the  luggage  was  returned,  the  inspector  realized  that 
the  papers  had  been  shuffled  and  photocopied. 

“No  human  rights  person  should  use  paper,”  Zimmermann 


says.  “They  should  use  PGP  (Pretty  Good  Privacy)  for  this  rea¬ 
son.  Informants’  testimony  probably  got  them  tortured  or  killed.” 

Human  rights  organizations  all  over  the  world  are  currently 
using  PGP  to  encrypt  all  of  their  files,  he  says.  Knowing  that 
their  words  will  be  kept  secret  is  what  allows  most  of  these  vic¬ 
tims  to  open  to  the  human  rights  groups. 

One  group  in  Central  Europe  was  raided  by  security  police 
in  1996.  The  officers  confiscated  the  group’s  computers  in 
hope  of  retrieving  information  about  the  identity  of  people 
who  had  complained  about  activities.  The  files  were  encrypt¬ 
ed  in  PGP,  so  they  were  useless  to  the  government.  The 
group’s  leader  was  imprisoned  for  13  days  for  not  revealing 
his  PGP  pass  phrases,  which  he  says  is  “a  small  price  to  pay 
for  protecting  our  clients.” 
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INTERACTIVE  NEWSPAPERS 


Imitation  is  the  best  form  of  flattery.  And  after  ten  years  of  pro¬ 
ducing  the  Original  Interactive  Newspapers  Conference,  we’re 
used  to  it. 


Special  Savings: 

REGISTER  BEFORE  JANUARY  15  AT  THE 
LOW  PRICE  OF  $1345  (Includes  one 
ticket  to  the  EPpy™  Awards  Dinner).  Pre- 
Conference  Tracks  -  $150  additional. 


But  no  competing  event  has  -  or  ever  will  -  match  the  diversity 
of  presentation  topics  and  speakers  that  we  have  lined  up  for  you 
at  Interactive  Newspapers  ‘99,  Febmary  17-20,  Atlanta,  GA. 

Look  inside.  You’ll  find  a  roster  of  online  stars,  veterans  and 
rookies  with  unique  stories  to  tell. 

New  Names.  New  Topics.  New  Issues.  New  Challenges. 

Our  goals  are  simple:  We  want  you  to  be  happy,  satisfied  atten¬ 
dees.  We  want  you  to  arrive  in  Atlanta  psyched  and  enthusiastic. 
We  want  you  to  leave  even  more  psyched  and  more  enthusiastic 
than  ever.  And  we  want  you  to  come  back  in  years  to  come. 

Our  challenges  are  not-so-simple:  Put  together  the  right  mix  of 
dynamic  speakers  and  topics.  Deliver  the  best  ever  Interactive 
Newspapers  Conference  of  its  kind  and  in  its  10-year  history. 
This  program  and  slate  of  speakers  rises  to  these  challenges. 

Whether  this  will  be  your  first  Interactive  Newspapers  Conference, 
or  a  return  engagement,  this  is  the  Conference  to  be  at  -  to  be 
seen  -  to  be  heard.  Register  today. 


February  17-20,  1999  •  Hyatt  Resency,  Atlanta 


;RNATIVE  NEWSWCCKIICS 


The  Ass(K'iution  (>1  Alternative  Newsweeklii's  (AAN  )  is  a  Hade 
(M^aiti/aliim  dedicated  to  ser\  iiie  the  needs  ol  alternative  nevvspti- 
|XTs  in  North  America.  Since  its  inception  in  1978.  one  tM  AAN's 
primary  missions  has  heen  to  promote  tiutility  journalism  and  eeti- 
eral  exeellenee  amonj:  its  memix'r  papers. 


I  lie  VssiKiation  nl'  Fax*  Clnnimunity  l*aiK‘i-s  l  AK'P)  re|iresents 
puhlislteiN  ol  more  than  7(X)  liee-eireulation  community  paivrs. 
reaching  an  average  17  million  homes  weekly.  AK.'P’s  memix'rs  are 
owners,  [nihlishers.  general  managers  ami  viles  managers  at  liee-eir- 
eulation  eommunity  newspa|vrs  thn>ughout  Nonh  Ameiiea. 


ASSOCIATION  ^  S 

INTERACTIVE  ^  I 

MEDIA  ^ ^ 
www.interactivehq.org 

I'he  Assneiation  for  Interactive  Media  (AIM)  has  heen  serving 
businesses  that  use  the  Internet  since  IW.^.  AIM  proiiKites  and 
pioteets  Internet  business  by  delending  the  industry  in 
Washington,  piomoting  consumer  eonlidenee.  and  prov  iding  busi- 
ness-to-business  networking  op|x>rtunities. 


I  he  mission  ol  the  American  Press  Institute  (API)  is  to  pro¬ 
vide  (raining  ol  the  highest  eiuality  tor  newspaper  men  and 
women  and  to  help  them  improve  the  quality  of  their  newspa¬ 
pers.  API  serves  this  mission  by  immersing  members  in 
sharply  roeused  programs  on  specific  topics  covering  myriad 
aspects  of  producing  and  a  newspaper  for  the  busy,  modern- 
liay  reatler. 


I  he  AssiKiatwI  Pifss  Managing  Fditors  (.APMK)  is  an  assixia- 
tion  ol  l!.S.  and  Canadian  editors  whose  nevvspa|xrs  are  meniK'rs 
of  the  Associated  Press.  .Since  1 9.7 1 .  the  APMH  has  been  dedicat- 
eil  to  the  improvement,  advancement  and  promotion  of  journalism 
by  its  own  newspapers  and  through  its  relationship  with  the 
Assiviiited  Press. 


FACSAffr 

The  Fiinndation  lor  American  C'ommiinieations  (FACS)  is  an 
indeiK'iident  eductitional  institution  which  provides  knowledge, 
resources  and  [K’lspectives  needed  by  journalists  and  their  sources 
to  effectively  communicate  information  about  pressing  public 


riic  I  111' Ads  l*u|Kr  liitcniiitional  AsMicialion  (HAPIA).  lormal 
in  is  a  small  tinuip  ol  laiii)|vaii  \isionan  Ircc-ails  pa[vi' 

publishers  dedicalod  lo  the  sharing;  of  inrormation  and  eivaiive 
ideas  lor  the  benelll  ol  their  publishers  and  eomitanies. 


The  (ieorjjia  I’ivss  AssiR'iation  was  lounded  in  ISS7  to  "proti'et. 
promote.  Ivister  and  ad\anee  the  interests  ol  the  newspape-r  pub¬ 
lishing!  iiulustn"  in  (ieoreia.  Membership  ineluiles  more  tlian  l.SO 
ilaiK  aiul  weekK  (leoiiiia  newspa|X'rs. 


Hit-  Inter  American  I’lX'ss  Association  ilAl’A)  is  a  non-proUt 
or<!ani/.ition  deslieated  to  del'endinu  IVeedom  of  expression  and 
Ireeilom  of  the  press  throughout  the  Amerieas.  lAI’A  enjoNs  a 
memivrship  in  excess  ol  l,i()0.  representiiiL’  ne\vspa(K’rs  aiul  mati- 
a/iiies  lidm  l'atas!onia  t(>  Alaska. 


Independent  l  ive  Papers  of  America  (II  P.A)  represents  iiiile- 
pendent  eomniunitx  newspapers  anil  shopper  publications 
tb.rouehout  the  I'niled  States  w  ho  prov  ide  regional  free  total  m<u- 
ket  eo\  crane. 


l  or  moie  than  kS  vears.  the  International  .V.ssoeiation  for 
Newspa|Kr  aiul  Media  rivlmology  (II  R.A)  has  seixed  the 
world's  newspa[vrs  as  a  resource  in  implementing  the  rapid  pace 
ol  technological  advaiiecments.  II  K.A  unites  new spa|X'r  publishers 
as  well  as  suppliers  of  newspaix'r  technology  and  systems  by  pro- 
vidiiig  them  w  ith  essential  roaims  lor  networking. 


The  International  Newspaper  Marketing  Association  tINMAl 
IS  a  non-profit  member  organi/ation  dedicated  to  reeogni/ing  and 
exteiitliiig  marketing  activities  of  newspa|X’rs. 


I'stablished  in  ISS.S.  the  National  Newspaper  Association 
t.N.N.A)  is  a  iiot-ror-profit  trade  assixiiation  representing  the  own¬ 
ers.  publishers  and  editors  of. Americas  eomniuiiitv  newspaix'is. 
NN.A's  mission  is  to  protect,  promote  anil  enh.inee.-Xmeriea's  eom- 
munitv  newspapers.  Todav.  NN.A's  d.lXK)  meniK'is  make  it  the 
largest  newspaper  assixiation  in  the  I  iiited  .Stales 
NN'.-\  works  eloselv  vv  ith  (xiliev  olTieials  to  create  a  legal  and  reg- 
ulalorv  environment  eondueive  to  the  growth  ol  eomniunity  iievvs- 
pa|X‘rs.  NN.A  also  prov  ides  business  and  educational  programs  and 
services  to  improve  the  i|ualilv.  reach,  and  relevance  ol  eommuni- 
tv  nevvspa|X-rs  throughout  the  eounliy. 


NM 

rhr  Nrwspaprr  Society 

Hie  NewspajKT  .SiK’iety.  founded  in  IS.sb.  represents  and  pro¬ 
motes  the  interests  of  Hrilain's  regional  and  Kval  newspapvT  pub¬ 
lishers.  fheir  membership  is  comprised  ol  more  than  14(X)  paid 
ami  free  eireulation  papeix. 


sm 


ASSOCIATION 

INtablished  in  197^).  the  .Soulheastern  Advertising  I’ublisliers 
XssiK'iation  iS.AP.A)  has  120  plus  members  in  eleven  south¬ 
eastern  states.  Membership  is  open  to  all  publishers  actively 
engageil  in  the  business  of  publishing  shopping  guides  and 
free  community  newspapers  containing  multiple  retail,  eom- 
mereial  and  consumer  advertising,  distributed  free  to  the  pub¬ 
lic  w  ithin  a  ilefmed  market  area. 


sm 

.Suluirhan  Newspapers  of  .America's  tS.N.-\)  memlx'is  include 
approximately  2.(XXI  suixirban  newspa|X‘rs  in  .North  America, 
reaching  more  than  17  million  households  ami  more  than  42  mil¬ 
lion  readers  throughout  the  I'niled  States  and  Canaila. 


fhe  Southern  Newspa|K'rs  Publishers  Association  was  estab¬ 
lished  in  0X8  to  promote  the  Ixisiness.  harmony  and  prosix'rity  of 
its  memlxas.  Its  memlxTs  inelude  more  than  420  daily  newspa- 
|X'rs.  primarily  in  the  .South  ami  Southeast. 


ONMKI 

interactive 


Host  Media  Companies 


MORRIS 


(  NN  Interactive 


COX  Interactive  Media 


Morris  Coinniunications  Corporation 


Pre-Conference  Tracks 


WEDNESDAY  —  FEBRUARY  17 

Registration  .S:(K)  a.ni.  -  S:(K)  p.m. 

Pre-Conference  Tracks: . 1:00  p.m.  -  5:00  p.m. 

Join  us  I'or  these  praelieai.  one-liall  dav  sessions  designed  to 
give  attendees  some  extra  insight  into  the  online  medium.  Sign 
up  soon.  Space  is  limited. 

•Technology 

it  just  keeps  changing  and  it's  hard  to  keep  up.  We'll  examine 
alternative  ways  to  reach  the  Internet.  Web  development  tools 
intranets  and  extranets,  security  issues,  the  language  ol  the 
Web,  translation,  bandwidth,  access  and  the  ways  in  which 
newspaper's  print  publishing  systems  can  make  it  dillleull  to 
■slice  and  dice"  existing  con.ent  for  the  Web. 

John  Bennett.  Development  Moiniitei:  F.nterhiinment  Group. 

Cahners  Business  Intormalion 
Chris  Feola  Director.  The  Media  Center  at  .Al’l 
John  Freed  Weh  Consultant.  Inte;p  ita 
Gregory  P.  Gerdy.  Director  of  Enterprise  Products. 

D<nv  Jones  Interactive  Publishing 
Dale  Peskin  Vice  President.  Interactive  Media.  .\.H.  Belo  Corp 
Mike  Steele  Director  <it  New  Media.  Media  General 
Zasha  Weinberg  Manatter  of  Enftineerin({.  Nicholson  .NY 

•  Business 

The  business  of  the  Web  has  become  a  whole  new  "business." 
We'll  take  a  look  at  possible  revenue  streams,  the  dil’i’erent 
business  models  newspapers  have  developed  lor  their  online 
services,  and  the  short-  and  long-term  results  of  each.  Then 
we'll  give  special  attention  to  marketing  and  promoting  your 
Web  site.  We'll  cover  relationship  marketing,  branding,  adver¬ 
tising  —  both  classified  and  banner —  s|ronsorships  and  auc¬ 
tions. 

Brad  Bushell.  Direc  tor  of  New  Media  and  Newspaper 
Svndication.  Paws.  hic. 

Janice  Calvert.  President  and  CEO.  Oregon  Live 
Kathlene  Collins.  .Associate  Publisher  for  Recruitment 
.Advertisin:;’.  Chronicle  of  Hi her  Education 
Carol  Perrus<».  Genera!  Manat’ci;  latimes.com 

•  Content 

We've  moved  past  the  days  of  "shovelvvarc"  to  knowledge- 
sharing.  Content  is  now  a  key  component  on  all  portions  of  the 
site.  We’ll  examine  guiding  principles  for  what  your  content 
should  look  like,  the  division  of  commerce  and  content,  multi¬ 
lingual  publishing,  which  stories  work  well  in  which  media, 
archives,  stories  with  searchable  databases,  niche  publications 
and  serving  key  deiiHtgraphic  groups  of  users.  Wc'll  also  have 
a  fun  discussion  about  all  the  new  terminology  created  by  the 
Web. 

Rich  Gordon  Matuif’er  of  Online  Services,  Miami  Herald 


Hoag  Levins  .V/u/mg/ng  Editor.  .APB  New.s/.APB  Online 
Eric  Meyer.  Online  Publisher.  American  Journalism  Review 
Cynthia  Philpot.  Integration  Specialist.  Division  of  Online 
Services.  Morris  Communications  Corp. 

Kimberly  Ryan.  Editor.  Elet  tronic  Publi\hint>.  New  Haven 
Rei>ister/(, "/'  Central 

Alex  ShesunolT.  President  and  Eounder  E-'The  People 

Mid- Afternoon 

Refreshment  Break . 3:00  p.m.  -  3:30  p.m. 

Sponsored  by  Verity,  Inc. 

Opening  Receptitm 

with  Exhibitors . 5:00  p.m.  -  S:00  p.m. 

Sponsored  by  Real  Media 

THURSDAY  —  FEBRUARY  18 

Registration  ...  ...  .7;()()  a.m.  -  S:t)()  |i.m. 

Continental  Breakfast 

with  Exhibitors  . 7:iH)  a.m.  -  K:00  a.m. 

Sponsored  by  Associated  Press 

GHNHRAI  .  SH.S.SION.S 

Welcoming  Remarks  . 8:(K)  a.m.  -  8:10  a.m. 

D.  Colin  Phillips.  Publisher.  Editor  ck  Publisher  Co. 

Marsha  A.  Stoltman.  VP.  Marketing  Relations. 

Editor  (t  Publisher  Co. 

lOth  Anniversary  Panel: 

Where  We’ve  Been . 8: 10  a.m.  -  9: 1 .5  a.m. 

liditor  A:  Publisher  will  take  you  back  in  tune  with  a  caiulid 
presentation  ol  "hot  topics"  over  the  last  ten  years  of  the  con¬ 
ference's  history.  Then  we  will  be  joined  by  some  of  the  indus¬ 
try's  most  famous  pioneers  for  a  IdcusevI  discussion  ot  lessons 
learned  and  (XTspeetives  for  the  future. 

Gary  Aricn.  President.  Arlen  Communications 
Larry  Kramer.  President  and  C  EO.  ,\larket\\atch.com/C  BS 
MarketWatch  .\ew\ 

Beth  Laing  Director.  Pioneer  Planet 
Mark  Walsh  President  and  (  E.O.  VerticalNet 

.STKATEtHC  ISSUE  #1 

Community  Publishing:  Can  Newspapers  Afford  To  Or 
Afford  Not  To'.>  . 9: 15  a.m.  -  10:(K)  a.m. 

Some  news  companies  are  taking  community  publishing  very 
seriously.  Some  say  it's  your  goKlen  opportunity  to  capture 
your  market.  But  there  are  real  issues  and  real  costs  involved. 
We' II  examine  all  of  the  implementation  and  operational 
issues  and  take  a  hard  look  at  long-term  profitability  goals. 

Dave  Haynes.  New  .Media  .f  /u/mgei;  (  'u/gm  v  Herald 
Joe  Michaud  President  &  Editor.  New  Media 

Development  Group.  Blethen  Maine  News/hipers 


.Mid-M(>rninj>  Refreshment 

Break . 10:1)0  a.m.  -  10:30  a.m. 

Sponsored  hy  Infosis 

Creating  Communilics;  How  Our  Competitors 

Are  Doing  It . 1 0:30  a.m.  -  1 1:15  a.m. 

luigereomiviiUHN  lurk.’l'liej  are e\eiA  where  with  ttames  like  iVillage. 
Cie(<’ities.  ^t^p^Kl.eom.  AngelHre.  and  so  the  list  gtvs.  IlieCie 
emphasi/ing  eommunih  and  eommunieation.’niree  eommuniiy  pulv 
lishing  siwialists  w  ill  share  their  strategies  ami  expenenees. 

David  Bnhnelt  i  'luiiniutn  ninl  /oiiiidci:  (ivoCitii  s 
Nancy  Evans.  Pn  siticni  and  i.ditar  in  Cliicf.  iMIla^c 
Bn  Peabody.  I’rcsidcnt  and  Ci.O.  Tripad 

KP^YNOTE:  Where  WeVe  (>oing?  The  Media  Company 
of  Tomornm  . 11:15  a.m.  -  12:00  p.m. 

O'te'  uf  the  most  sueeessrul  interactive  content  entre- 
preneurs  will  share  his  strategies  and  vision  of  the 
diversitieation  and  branding  of  Journalism  online  and 
Jf  into  radio,  television  and  print  properties  and  will  dis- 
euss  the  challenges  of  creating  er>ntent  for  multiple 
mil  media  products. 

Michael  Bhaimberg.  President  and  Founder. 

Blooniheri’  News.  LP. 

Luncheon  v\ith  Exhibitors  . 12:00  p.m.  -  2:00  p.m. 

Sponsored  hy  Zip2/Pentawave 

B K i:.\k()irr  SE.SSK  )\S  -  .>  /rueks 


•  I'rack  2  —  ()r<’ani:.alionul  hsiies 

The  Broad  Scope:  Reinventing  Newspapers'  Print  and 
Online  Businesses  . 2:00  p.m.  -  3:.30  p.m. 

Integrating  new  meiha  atid  print  stafl  is  one  wa\  newspa[vis 
can  Use  all  their  resources  to  fight  eompetilors.  But  integration 
raises  a  host  ol  challenging  questions  about  rept>riing  struc¬ 
tures.  functional  responsibilities,  revenue  allocation,  the  role 
of  the  publishers  and  the  impact  ol  corporate  or  group  polieies 
on  imlividiial  iic’Wspaper  sites.  I'his  panel  w  ill  explore  these 
issues  and  the  sieps  indixidual  papers  and  groups  are  taking  to 
reiiueni  their  old  and  new  businesses. 

Tom  Bradicc  President  and  CFO.  Chesapeake  Ihddishni'.; 
Christian  Hendricks.  President  and  f'nhlisher. 

.WMX)  Media 

Michael  Romaner  Direi  toroJ  Online  .Serriees.  .Morris 
( 'onnnnnieations  ( 'orp. 

In  the  Trenches:  Case  .Studies  of  Managing 

New  Media  Every  Day . 4:(X)  p.m.  -  5:30  p.m. 

Keorgani/ation  ean  become  a  wax  of  life  when  media  compa¬ 
nies  seek  to  integrate  their  prim  and  online  products. 
Differences  in  goals,  skills,  eompensation.  reporting  structures 
and  perspectives  aboui  the  competition  can  make  working 
together  a  challenge  for  new  metlia  anil  print  staff.  This  panel 
will  offer  ctise  studies  of  "lessons  learned  "  bv  newspapers  as 
they  try  to  build  connective  tissue  between  online  and  print 
operations  in  the  newsroom,  advertising  and  other  ilepart- 
ments 


Mid-Aftcrno<m  Refreshment 

Break . 3:30  p.m.  -  4:00  p.m. 

Sponsored  hy  InType,  Inc. 

•  I'rack  I  —  .Xdrertisiiif’ 

The  Local  l.oop:  A  Customer 

Perspective . 2:(K)  p.m.  -  3:30  p.m. 

Brought  back  by  pi'pular  demand  from  the  1 908  Seattle  con 
ference.  this  session  will  focus  on  local  business  and  how  the 
Net  is  chtinging  strategies  for  attracting  customers.  The  online 
meihum  has  become  a  part  ol  these  professionals'  overall  mar¬ 
keting  plans.  How  much  is  your  media  company  a  part  -  or 
not  a  part  -  of  their  plans? 

Warren  Bare.  President.  Head  Hunter,  hit  . 

Mike  Phelps  Mtina^int;  Print  ipal.  Phelps.  (  ntler  A  .\ssoi  itites 

New  spaper  Case  Studies  . 4:(K)  p.m.  -  .5:.3()  p.m. 

We' 11  take  a  look  at  creative  sales  strategies  and  programs  that 
work.  We'll  include  the  sales  approach,  educating  the  tulver 
'iser.  where  and  how  to  phice  ads.  sponsorshijis.  branding  anil 
promotion,  standanli/tition.  qualitative  and  quantitative  factors 
of  measurement,  research  and  use  of  the  right  tools. 

Christine  C«M>k.  Mtina^int;  Direetor.  New  York  linies 
Fleetronit  Media  Company 

.lelT  I  .evy.  Vit  e  Chairman  and  Hoard  Member  Meditt  Metri.s 
Patricia  Murray.  CFO/Fonnder.  Hie  Sptinish  World  Online 


Howard  Einberg.  Direetor  of  let  hnolti^y  A  Inlorniation 
Stratet^ies.  Central  Newspapers.  Ine. 

.Stan  Linhnrst  Direetor  ol  New  .Media.  Syraeiise  New  s/Hipers 
David  Prizer.  C  lassified  .\dvertisiny  .Mtinayei:  Portland 
Press  Herald 

•  frack  3  —  .Inst  Tell  the  Story 

Web  Tools . 2:(M)  p.m.  -  3:30  p.m. 

The  com[Vlilion  is  increasing.  Well-designed,  state-of-the-art 
sites  are  becoming  widespread.  Immersive  links,  infographics, 
and  synergy  links  are  popping  up.  rtie  latest  generation  of  Web 
technology  allows  you  to  build  your  own  television  or  radio 
netwiirk.  I.earn  how  you  can  put  these  tools  to  work  for  you. 

Peggy  Miles.  President.  Intervo.x  Coninnmieations 
Donna  Murdoch  Publisher.  .\/\'  Daily  .VVu  v 
.Marc  Rauch.  Fseeiitite  Mt  t  President. 

The  .Ml til  Channel.  Ine./liit;  Pietiire  fnternetworks.  bit  . 

Jay  Small.  C’enertd  Manatter.  Star/.\ews  Online 

The  Editors'  Perspective  . 4:(M)  p.m.  -  5:30  p.m. 

lournalists  and  editors  have  had  experience  in  working  in 
more  than  one  medium  now.  We'll  define  guidelines  for 
addressing  ihe  challenges  of  a  24  hour  publishing  cycle, 
scooping,  original  news,  syndicated  maleri.il.  interactive  sto¬ 
ries.  content  and  commerce,  staff  organization  and  much 
more. 

Robert  .Anthony.  Fdittn.  Stadnnn  Cirt  le  Features 


new  meaning  online.  Whal  ;ire  tlie  major  trends  ’  What  are  the 
polieies  you  should  adopt  to  make  sure  your  site  is  proleeted 
and  ruris  well  .’ 


Kathy  Buckley.  JminuiUst:  riihlisin  i:  European  Wine 
Marki  I  Keport 

John  Coate,  (ieneral  Maiuniei:  SE  Hate 
David  Weir.  Mu  President  at  Content 

Derelopwent/Manaititn-:  Edinn:  Sal<>n  A/oei/r/z/e 

•  ij'aek  4  —  Ijteal  Money  Makers 
Bread  and  Butter:  Internet  Access 

and  Site  Creation  . 2:(M)  p.m.  -  3:30  p.m. 

Ihe  ISP  and  Site  Creation  businesses  have  made  some  new 
media  operatimis  pnd'itahle.  This  session  will  look  at  changes 
m  the  overall  market  ol  Internet  .Access  and  tips  I'or  making 
your  ser\  ICC  work.  ,\nd  we'll  look  at  ways  to  manage  a  prol- 
itahle  site  creation  business.  Both  businesses  have  many  chal  ¬ 
lenges. 

Michael  Alston  (dnieral  Mantiuer.  Interaetiu  Media. 

The  Vir-;inia  Pilot 

Susan  Bratton  Director.  Interaelive  Xdvertisine. 

<i'  H( one  SetM'ork  I  invited) 

Ian  Kckcrt.  ,\Vu'  Meilia  Editor.  Portsmouth  Puhlishiin.^  ttl 
Printitui 

ClilT  Sharpies  I’resident  anti  CEO.  (hnden  Escape 

Small  Market  Strategies  . 4:(K)  p.m.  -  5:30  p.m. 

You  don't  have  to  be  a  large  circulation  daily  to  be  successlul  at 
generating  revenue.  Some  dailies,  weeklies  and  alternatives 
serving  small  markets  have  been  unli|uely  creative  and  inge¬ 
nious.  We  ll  take  a  k'ok  at  e.visting  money  makers  and  brain 
storm  on  some  ideas  lor  the  liiture. 

Paul  Amundson  Otiline  Matuuier.  The  Torinn.  Ear.’o.  ND 

Jerry  Carlson.  Editor.  ProEarnier  Oidint 

Ivan  Martinez.  Prodiu  t/Sale\  Development  .Manager. 

Yakima  Hertild-Repuhlit 

Mitchelle  Stephenson.  Pid’lishim;  Services  .Manager. 

Roll  Cali 

•  I  rack  5  —  The  /iig  Picture 

Strategic  Relationships  . 2:(K)  p.m.  -  3:30  p.m. 

Relationships  by  media  companies  are  being  forged  for  con¬ 
tent.  technology,  and  advertising.  Co-brandeil  content 
involves  incorporating  information  from  other  news,  civic  and 
s(Torts  organization;  technology  alliances  are  moving  organi¬ 
zations  to  the  forefront:  advertising  relationships  are  concen¬ 
trating  on  how  to  get  the  most  bang  for  your  buck.  Insight  into 
the  deals  that  make  sense  will  be  investigated, 

William  Anderson  President  and  (  TO.  Intelli,i;ent  Lite 
( 'orporation 

Klizabeth  Saad  Correa  Professor.  Dniveisitv  ofSao  Ptiiilo 
David  Hiller  V'  VP/Development.  Irihune  Companv 
Rick  Wessels  Director  of  Stratetih  .MUatu  es.  Internet 
lirotuli  asiin e  S\  stems 

Legal  and  Regulatory  Issues . 4:(K)  p.m.  -  5:30  p.m. 

Idhics.  privacy  statements,  framing,  online  reuse  polieies,  ceii 
sorship.  copyright,  libel,  national  securiiy  and  conflict  of  inter¬ 
est  statements  are  just  ;i  few  of  the  issues  w  hich  h;ive  taken  on 


Jes,sica  R.  Friedman.  Intellectual  Propertv/New  Media  .Mtorney 
Caroline  Little.  Vice  President,  .\dministration  and  (ieneral 
( 'oun.sel.  Washini’toiipost..\e\vs\veek  Interactive 
Christopher  Young,  President.  Cyveilhun  e 

Reception  with  Exhibitors  . 5:3(1  p.m.  -  8:3(1  p.m. 

Sponsored  by  Thomson  Interactive  Media 

FRIDAY,  FEBRUARY  19 

Registration  .  . 7:00  a.m.  -  5:.^0  p.m. 

Continental  Breakfast  with 

Exhibitors  . 7:(M)  a.m.  -  8:0(1  a.m. 

Sponsored  by  Auction  Universe 

Opening  Remarks . 8:(K)  a.m.  -  8:15  a.m. 

D.  Colin  Phillips  Publisher.  Editor  A  Publisher  C<>. 

KEYNOTE:  Cox  Interactive  Media 

One  Strategy . 8:15  a.m.  -  9:00  a.m. 

Q  Atlanta-based  Cox  has  been  an  innovator  in 
designing  a  business  model  that  serves  multiple 
media  streams.  Join  an  industry  veteran  and  a 
very  entertaining  speaker  for  a  look  at  one  impor¬ 
tant  meaning  of  this  commonly  used  word  “con¬ 
vergence." 

Peter  Winter,  President,  Cox  Interactive  Media 

S  I  RATEfilC  LSSCE  #2 

Classified  Customers  . 9:(K)  a.m.  -  I0:(M)  a.m. 

The  big  three  -  automotive,  real  estate,  employment.  Industry 
representatives  will  share  the  fundamental  changes  in  their 
business  created  by  Net  oppoilunities.  How  are  newspapers 
meeting  their  needs'.’  Or  are  the  competitors  doing  a  better 
job'.’  We'll  focus  on  newspapers'  efforts  to  build  classifieds 
businesses  from  the  all-impoilant  '  customer"  perspective. 

Lee  Finch.  CEO.  ReMax  (heater  .Xtlanta 
Automotive  and  Employment  Categories:  TBA 

Mid-Morning  Refreshment 

Break . 1():(M)  a.m.-  10:30  a.m. 

Sponsored  by  Electrografix 

S  IRATFC.K'  LSSIIE#3 

Directories  and  Guides .  10:30  a.m.  -  1 1 :30  a.m. 

Newspapers  in  major  markets  have  made  substantial  invest¬ 
ments  in  online  guides  and  directories.  Are  they  perlorming  as 
well  as  expected'.’  What  are  the  i|uaniitative  and  c|ualitative 
returns'.’  Whal  business  models  are  emerging'.’  Do  regivnia! 
Web  directories  make  sense  .’  Can  meilium  ainl  smaller  market 
papers  justify  investment  in  directories  and  guides'.’ 

Andrea  Ibarra.  Miirketiny  Manager.  Kansas  Citv  .Star 

Charles  Conn.  CEO.  CitvSean  h 

Brian  Hieggelke.  Publisher.  New  City  Net 


1 


Three  Strategic  Issues:  Close  . 1 1:30  a.m.  -  12:(K)  p.m. 

We'll  aiialy/e  ijuesiions  raised  ami  lessons  learned  Ircnii  our 
three  strategic  issues  sessions.  And  we  ll  look  at  strategic  part¬ 
nerships  and  relationships. 

Peter  tollman.  I'rincipnl.  Athuncdl  Inti-ructivc  Media 
(iraup.  I..I..C. 

Luncheon  with  Kxhibitors  . 12:(H1  p.m.  -  2:(M)  p.m. 

Sponsored  by  Capilol  Advantage 

KKYNOTK: 

The  Adventure  of  Change  . 2:(K)  p.m.  -  3:(Mt  p.m. 

Newspapers  have  experienced  tremendous  changes 
since  the  debut  of  the  Web.  And  those  changes 
haven’t  always  been  easy  or  successful.  But  there  is 
“adventure”  in  change.  This  well-known  anthro¬ 
pologist,  innovator,  journalist,  mountaineer  and 
explorer  specializes  in  bringing  the  spirit  of  adven¬ 
ture  to  your  daily  life.  Don't  miss  him! 

Dr,  JelT  Salz.  Anthropologist,  Journalist.  Mountaineer. 
Adventurist! 

E&P's  10*^  Annual  Study  on 

Interactive  Services . 3:00  p.m.  -  3:30  p.m. 

F-'or  the  tenth  \ear.  B&P  will  present  highlights  frmn  its  new 
media  research  project  designed  to  help  prol'essionals  better 
understand  the  online  medium.  Emphasis  will  be  on  changes 
in  data.  Radio,  television,  magazines,  newspapers  and  city 
guides  are  all  a  part  of  this  valuable  project. 

Marsha  A.  Stoltman,  V  /;  Marketing  Relations. 

Editor  APuhlislier  Co. 

Mid-Afternuon  Refreshment 

Break  . 3:30  p.m.  -  4:00  p.m. 

Sponsored  by  Future  Tense 

Roundtable  Discussions  . 4:(K)  p.m.  -  5:(K)  p.m. 

•  Regional  Services 

•  Niche  Publishing 

•  Connecting  to  GenX  and  GenNext 

•  Personals  on  the  Web 

•  I  atm  American  Technology  Issues 

•  Online  Polling 

The  EPpy  ™  Awards  Dinner  . 7:00  p.m.  -  10:00  p.m. 

Editor  &  Publisher  will  present  their  prestigious  EPpy''' 
Awards  in  a  lively  presentation  at  this  special  dinner,  .loin  your 
colleagues  from  the  news  industry  when  the  "best "  in  eighteen 
exciting  categories  are  showcased  and  shined.  We’ll  highlight 
how  and  why!  We’ll  also  present  the  Outstanding  Individual 
Achievement  Award 

Len  Muscarella.  Managing  Direetor.  Interactive  Media 
Associates.  Iiu . 

SATURDAY,  FEBRUARY  20 

Registration . 7:(M)a.m.  -  l:(H)p.m. 


Continental  Breakfast . 7:00  a.m.  -  8:(K)  a.m. 

Sponsored  by  HealthStreet  Interactive 

Opening  Remarks . 8:(K)  a.m.  -8:15  a.m. 

Marsha  A.  Stoltman.  \  /!  .\hoketin'.;  Relations.  Editor  A. 
I’uhli slier  Ci>. 

KEYNOTE:  TBA  . 8: 1 5  a.m.  -  9:00  a.m. 

Transactional  Revenue  . 9:(K)  a.m.  -  10:(X)  a.m. 

It’s  coming  from  subscriptions,  classifieds,  directories,  .mc- 
tit'iis.  banners,  .irehives,  promotional  material  aiul  it’s  leailmg 
to  signillcant  revenue.  We’ll  take  a  look  at  evcr\ thing  from  rel¬ 
evant  editorial  content  to  the  technologv  that  exists  to  spark 
impulse  buying  by  placing  orilcrs  directly  into  banners  to  dig¬ 
ital  ccrtiricatcs  to  shopping  ‘  bots’’  to  coupon  programs. 

Luis  Gonzalez  \  /!  Sales.  El  Muevo  l)ia  Interaetivo  lim  ited) 
Steve  Outing  President.  The  Ciuitent  Eseham^e/New  Media 
Columnist.  Editor  A  Publisher  Co. 

Mid-Morning  Refreshment 

Break . 1(>:(MI  a.m.  -  10:30  a.m. 

Sponsored  by  Thomson  Target  Media 

Integrated  Marketing . I():.30  a.m.  -  1 1:30  a.m. 

Some  say  the  ilecline  of  newspapers  will  be  in  the  loss  of 
adxcilising  dollars,  not  circulation,  flow  do  you  maintain  and 
grow  your  advertising  dollars  w  ithin  multiple  meilia?  What  are 
the  critical  integrated  packages  for  marketing,  branding  and 
promotion  that  will  ensure  your  sticcess 

Ann  Gregg,  VP  Marketim;  A  Planning;.  San  .lose 
Mercury  S'ews  lim  ited) 

David  Mtmre,  CEO.  24/7  Media  hie. 

Six  Fun  Sites  in 

Sixty  Minutes  . 11:30  a.m.-  12:30  p.m. 

There’s  iiKire  and  more  entertainment  in  the  f(>rm  of  animated 
cartoons,  interactive  games,  puzzles,  contests,  music,  movies 
and  just  plain  fun  on  the  Web.  We  ll  visit  some  especially 
exciting  sites  that  will  make  you  smile  and  give  you  some 
great  ideas  for  your  own  site. 

Ed  Scott,  Direetor  of  New  Media.  Eayetteville 
Observer  Times 
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61 
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29 

Consultants 

6.< 

\  64  .  .  Thomson  Interactive 
Media 

Grand  Central 


Networks 

Floorplan  in 
Conference  Program 

Tribune  Media  Services 

Conference  Tote  Bag 

Adhesive  Software 

Cyber  Cafe 

Hire  Systems 

Media  Lab 

American  Computer 
Innovators 

Folders 

Classified  Ventures 

Cotiference  Daily 
Coverage 

RegionOnline 

Notepads  &  Pens 

Infonautics  Corp. 

Badge  Strap 

Ad-Star  Publishing 

Badges 
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Massage  Therapy 
Comer 
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Corp. 

Innovators 

WKDNKSDAY 

Mid-Arterntx)n  Break . Verity,  Inc. 

Opening  Night  Reception  ....  Real  Media 

IHIIRSDAY 


Breakfast  . 

. .  .Assexiated  Press 

Mid-Moming  Break . 

.  .  .Infosis 

Luncheon  (co-sponsors)  . . 

. .  .Zip2  and  Pentawave 

Mid-Aftemexin  Break  . .  . . 

. .  .InType.  Inc. 

Reception  (co-sponsor) 

Thomson  Interactive 
Media 

FRIDAY 

Breakfast  . 

.  .  .Auction  Universe 

Mid-Moming  Break . 

. .  .Electrografix 

Luncheon  (co-sponsor)  . . . 

. .  .Capitol  Advantage 

Mid-Afternexvn  Break  . . . . 

.  .  .Future  Tense 

SATURDAY 

Breakfast  . 

. .  .HealthStreet  Interactive 

Mid-Moming  Break . 

. .  .Thomson  Target  Media 

Represented  by  attendees 


24/7  Media.  Inc. 

A/V  Daily  New  s 

\d\  anced  Imeractix  e 
Media  (iroup.  1..I..C. 

Af-'P  (.Agence  iTance- 
PresH.') 

■Aeencia  F.ctadti 

.American  Jnunialism 
Revie\^ 

.American  Presc  Institute 
APB  \evv s/APB  Online 
Arlen  Communications 

Anns  rimes  Publishing 
Company 

Atex  Media  .Solutions.  Inc. 

Austin  .American- 
Stiitesman 


AZ  Aargauer  AMtting  Afi 
BellSouth 

Big  Picture  Internet  WoiCs. 
Inc. 

Blethen  Maine  Neuspa|vrs 
BloomIvig.  L.P. 

Boston  Cilobe 
Boston  Herald 
(  algary  Herald 
Central  Ne\sspa(vrs.  Ins. 
Chcsripeake  Publishing 
Chicago  Iribune 

Chronicle  of  Higher 
[:ducalion 


Community  .Newspaper 
Company 

Connect  Oklahoma.  Inc. 
Cox  Interactixe  Media 


IX-irick  lAiblishing 
Digital  City  A(7L 
F-  Thc  People 
tiau  Claire  Press  Company 
editor  (N  Publisher  Co. 

F:1  Niieso  Dla 
PI  Nuevo  Dla  Interaclivo 

I'uroiiean  Wine  .Mtirket 
Report 

I'Aecutive  Resource  ( iroup. 
Inc. 

I  amily  l  etitures  Online 
Serv  ices 

Pavettev  ille  <  )bseiver 


Ciarden  Ksc;i|v 


f  i( iteborgs-posteii.  Sweden 
Han  I  on  I  CouranI 
Head  Hunter.  Inc. 

Indiana|vrlis  NewspafVis. 
Inc. 


Iiilosis  Coqxiration 
Intosis  fjroup  I. united 
liilegrita 

Intelligeiil  I  lie  Corporation 

Interactive  .Metlia 
Associates 


Internet  Broadcast  Systems 
Intervox  Communictitions 


Jackson  Citizen  Patriot 
Joiimal  de  Montreal 


Kanvis  City  Star 
Knmht-Ridder  New  Media 


Knoxville  News  Sentinel 


l.a  Nacion  S..A.  -  Ars’entinii 


l.;is  Veais  Rev iew -Jviumal 


l.os  .Angeles  Times  tSynd.) 
Manchester  PAening  News 

Market  Watch. com/(  BS 
MarkeiWatch  News 

Media  (ieneral 


.MinnetiiJolis  Star-  I  ribune 
Morris  Comrnuiiicalions 
NANIX )  .Media 


New  Haven  Rcgister/(T 
(  eiiiral 

New  Horizons  I  earn 
New  runes.  Inc. 

New  York  Times 

New  York  Hines  P.lectronic 
Media  Company 

Newsday 

N  gee  Ann  Polytechnic. 
Singapore 

Nicholson  NY 
Nueva  Rioja.  S.  A. 


( )rlanvlo  Sentinel 
Intemctive 


Ottaway  .Nevvspa[x-rs.  Inc. 
Pacific  lYeen 


Phe!ps.  Culler  & 

.Associates 

Pioneer  Phinet 
Pittsburgh  Post-f  iazetle 
Portlaiul  PYess  Herald 

Portsmouth  Publishing  & 
Printing 

Poitsville  Republican  & 
P.vening  Herald 

PriceScan 
Pro  Parmer  Online 
Publikoinpass  S.P..A. 
Ouebecor  Comnuinicaiions 
Remax  Oreater  .Alkiiila 
Rhcinische  Post 


Rutland  Herald 
Salon  Magazine 
San  Diego  L  nion-  Tribune 
San  Jose  .Mercury  News 
SBT  Interactive  .\B 
Sc.irborough  Research 
Seattle  T’ost- Intelligencer 


Shurz  (  onmiunications 
Social  Net.  Inc, 


Stadium  Circle  Peatures 


SlarAews  Online;  Sun- 


Sentinel  .South  Plorida 
Syracuse  Newspapers 
Tamixi  TriKine 
TCPAI  ..M  -  P..W.  Scripps 

The  Chnstian  Science 
Monitor 

Hie  Columbian 
'Hie  Content  hxchange 
The  Dailv  Herald 


Ille  Irish  I  lines 


Hie  Miami  llci.ild 
Hie  Morning  C  all 
Hk-  f  Ittavva  <  'ilizeii 
lYie  Spanish  World  OnliiH: 
IIk"  .S(X)kesman  Rev  iew 
I  lie  liiiK's-News 
Thompson  .Newspapers 
loronto  Star 
frihune  Comptiny 
TriliuiK-  Media  Serv  ices 


I  .S.  New  sw  ire 
I  niversiiv  of  S.mi  Paulo 


Washinuton  post.  Newsweek 
liiterac  live 

Yakima  I  lerald  Republic 


Editor  &  Publisher 


More  than  375  entries  have  been  received 
in  the  following  categories.  An  internation¬ 
al  panel  of  new  media  expjerts  are  currently 


judging  these  entries.  Join  us  at  the  Annual 
EPpyTM  Awards  Dinner,  Friday,  February 
19th,  to  see  who  will  receive  top  honors! 


'  Hesi  Overall  I  .,S.  'sewspaix-rflitline  -Serxice 
i  'in  uUUKm  Givak  r  tiuiii  IIXI.iXH) 

('in  ukuum  Ix'ss  llhin  l(X}.(XH) 

Weekly.  Community.  Free  and  .Allemaiive 

Best  Oxerttll  non-L'..S.  Newspaper  Online  Serv  ice 

Best  non-Newspaper  Online  News  Serxice 

Best  College  Nc  xspaper  Online  Serx  ice 

Best  Promotion  of  a  Nexx  spaper  (Jnline  .Service 

Best  Nexxs  Section  in  a  Nexx  spaper  Online  Serx  ice 

fiesi  Spins  Section  in  a  Newspaper  Online  .Serxice 


•  Ficsi  Business  Section  in  a  Ncwsp;iper  tjnlinc  Serv  ice 

•  Best  Imlenainmcnt  Section  in  a  Newspap-r  Online  .Service 

•  Best  Sp'cial  Section  in  a  Newspap’r  Online  Serv  ice 
•  Best  Classified  .Section  in  a  Newspap-r  Online  .Service 
Best  Community  Publishing  Ellbn  in  a  .New spapr  Online  .Serv  ice 

•  Best  Directory  Application  in  a  NewspapT  Online  Serx  ice 

•  Best  Design  of  a  New  spapr  T Jnline  .Service 
•  Best  I  se  of  Interactivity  in  a  Newspapr  Online  Service 

•  Best  Shipping  .Application  in  a  Newspapr  Online  Service 
•  f  Jutstanding  .Achievement  by  tut  Individual  in  Online  Newspapring 


Special  Needs 

If  there  is  anything  we  can  do  to  make  your  participation  easier 
or  more  convenient,  check  the  appropriate  box  on  the  registration 
form,  or  call  (212)  675-4380,  ext.  285. 

C'ancellation  Policy 

Cancellations  received  between  December  1,  1998  and  January 
15,  1999  will  be  assessed  a  50%  service  charge;  cancellations 
received  after  January  15,  1999  or  registrants  who  do  not  attend 
are  liable  for  the  full  registration  fee.  Substimtions  from  the  same 
company  can  be  made  at  any  time  prior  to  the  conference,  but 
you  must  contact  us  at  (212)  675-4380,  ext.  285,  to  advise  us  of 
any  changes. 

Sponsorship  &  Kxhibit  Opportunities 

Do  you  need  an  effective  marketing  outlet  to  promote  your  prod¬ 
ucts  or  services?  This  is  the  place  to  get  a  concrete  return  on  your 
investment.  If  you  want  to  promote  company  awareness,  intro¬ 
duce  a  new  product,  increase  brand  image  and  visibility  or  gen¬ 
erate  sales  leads,  the  perfect  opportunity  has  arisen.  Over  1,000 
attendees  tour  the  exhibit  hail  because  they  are  interested  in  the 
newest  technologies  in  the  interactive  news  service  arena.  Over 
100  companies  have  already  signed  up  so,  don’t  delay! 

Contact  your  local  E&P  representative  or: 

Dennis  O’NeUl  (212)  675-4380,  ext.  155 
Fax  (212)  929-1259 
E-mail:  denniso@mediainfo.com 

Atlanta 

Atlanta  is  the  hub  of  the  South.  Steeped  in  history  and  tradition, 
this  is  the  ideal  setting  to  relax  after  a  day  of  learning.  With  the 
full  support  of  local  media  companies  Cox  Interactive  Media, 
Morris  Communications  and  CNN  Interactive,  this  is  your 
chance  to  go  local.  Atlanta  offers  a  host  of  sights  and  attractions 
for  your  off-hours.  With  your  days  spent  studying  the  fast  paced 
movements  of  new  media,  unwind  a  bit  at  any  number  of  restau¬ 
rants,  bars  and  lounges  and  take  advantage  of  some  Southern 
hospitahty.  To  plan  your  evenings,  go  to 

http://www3ccessatlanta.coii]/ 

Networking  Opportunities 

Join  your  colleagues,  the  suppliers  and  the  speakers  in  a  variety 
of  networking  opportunities.  Be  sure  to  attend  the  conference 
receptions,  where  a  festive  atmosphere  prevails  and  lively  con¬ 
versations  arise.  Breakfasts,  coffee  breaks  and  luncheons  are 
other  social  gatherings  where  there  is  ample  time  to  meet  the 
other  attendees,  discuss  what  is  on  your  mind  and  to  pick  each 
other’s  brains  for  ideas  and  advice. 


Kxhibit  Hull 

With  an  exhibit  hall  filled  to  capacity  with  over  120  exhibitors,  this 
is  the  place  to  find  all  the  publishing  tools  and  solutions  you’ll  need 
to  fully  realize  the  potential  of  your  online  publication.  A  diverse 
group  of  vendors  will  be  on  hand  to  discuss,  detail  and  demon¬ 
strate  their  products. 

Media  l.ab 

A  section  of  the  exhibit  hall  will  be  devoted  to  Media  Lab  presen¬ 
tations.  In  the  Media  Lab,  vendors  will  have  in-depth  demonstra¬ 
tions  of  their  current  product  and  answer  que.stions  fiom  prospec¬ 
tive  chents.  Media  Labs  will  run  regularly  during  exhibit  hall 
hours.  Come  see  the  technologies  at  work! 

Newseum  Multimedia  Kxhibit 

The  Newseum,  funded  by  The  Freedom  Forum,  will  be  curating 
a  multimedia  exhibit  that  will  be  available  for  all  attendees  and 
exhibitors  to  browse  through  at  their  leisure  during  the  confer¬ 
ence  The  Freedom  Forum  is  a  non-  partisan  international  founda¬ 
tion  “dedicated  to  free  press,  free  speech  and  ftee  spirit  for  all 
people.’’ 

Reseaixh  Reports 

The  Editor  &  Publisher  Company  is  pleased  to  announce  a  new 
series  of  re.search  reports  for  media  executives.  Researched  and 
authored  by  new  media  expert,  lecturer,  and  journalist,  Peter  M. 
Zollman,  these  reports  will  provide  you  with  the  insight,  knowl¬ 
edge  and  practical,  plain-language  guidance  to  help  you  make  new 
media  profitable!  They  are  a  must-read  for  all  media  executives. 
Special  discounts  are  available  for  attendees  of  Interactive 
Newspapers  ’99!  Contact  Michael  Troxler  at  (212)  675-4380,  ext 
285,  or  e-mail;  michaelt@mediainfo.com  for  further  information. 


Hotel 

The  Hyatt  Regency  is  located  on  Peachtree  Street  in  the  heart 
of  downtown  Atlanta,  with  shopping  and  dining  in  adjoining 
Peachtree  Center,  near  Atlanta  Market  Center,  Georgia  Worid 
Congress  Centre,  Geoi^  Dome,  Underground  Atlanta  and 
Centennial  Olympic  Park.  The  hotel  is  13  miles  fnan 
Hartsfield  International  Airport  with  indoor  connection  to 
MARTA  puhUc  rail  service. 

The  Hyatt  Regency  is  offering  special  conference  room  rates  to 
attendees  of  Interactive  Newspapers  ’99: 

Main  Hotel  Cluh  Level 

Single  $149  $184 

Double  $169  $204 

A  limited  number  of  rooms  are  available  at  these  special  rates, 
so  reserve  your  room  early.  Mease  contact  the  Hyatt  Regency 
directly  at  (404)  577-1234  or  fax:  (404)  5884137.  Be  sure  to 
mention  that  you  are  an  attendee  of  Interactive  Newspapers  *99. 

Travel  Arrangements 

Editor  &  Publisher  is  pleased  to  offer  special  discounted  air¬ 
fares  for  conference  travel  through  Delta  Air  Lines.  To  book 
your  travel  itinerary,  contact  Delta  Meeting  Network® 
Reservations  at  (800)  241-6760.  Or  have  your  travel  agent  call 
Ddta’s  toll-free  number  to  obtain  these  same  advantages. 
Rder  to  File  Number  120074A. 

Omference  attendees  from  outside  of  North  America  should 
call  their  local  Delta  office  and  rrfer  to  File  Number  12007A. 
Special  discounted  rates  may  be  available  for  international 
travel,  depending  upon  your  flight  origination. 


Price 


J  YES!  Register  me  at  the  special  rate  of  $1345* . . 

‘Conference  registration  fee  is  $1345  before  January  15th,  $1445  before  February  17th  and  $1545  at  the  door. 

(Registrations  include  conference  meals  and  receptions  and  one  ticket  to  the  EPpy  ”  Awards  Banquet) 

DISCOUNT  For  details  on  group  rates,  association  -  AAN,  AIM,  AFCP,  IFPA,  FAPIA,  NNA,  SNA  -  discounts, 

“Register  3  Send  4th  for  Free"  offer  and  the  working  press  rate,  please  call  (212)  675-4380,  ext.  285. 

Registrants  must  be  submitted  together  to  receive  group  discount . . 

J  YES!  Register  me  for  one  of  the  optional  4-hour  tracks  offered  Wednesday,  February  17th,  from  1  p.m.  -5  p.m. 

(select  one,  sessions  run  concurrently  -  These  are  the  only  sessions  to  take  place  on  the  17th) 

□  Technology  . $150.00  . . 

□  Business . $150.00  . . 

□  Content . $150.00  . . 

E&P  Research  Reports 

Send  me _ copies  of  “E-Commerce:  A  Media  Money  Maker” . . 

Send  me _ copies  of  “Online  Directories:  Pathways  to  Profit?"  . . 

Send  me _ copies  of  “10th  Annual  Study  on  Interactive  Senrices: 

Newspapers,  Radio,Television,  Magazines,  City  Guides” . . 

at  the  special  rate  of  $195  for  one  report  (a  $295  value)  or  $585  for  three  reports  (an  $885  Value). 

These  Special  rates  are  available  to  conference  attendees  onjy.  In  order  to  receive  these  special  rates  you  must  order  by  phone  or  fax.  NY, 
CA,  DC  and  Canada  please  add  appropriate  sales  tax  for  Research  Reports  Only.  International  deliveries  outside  the  U.S.  or  Canada  add  $25 
for  delivery  and  handling. 


TOTAL  COST 


Attendee  Information 

Name 

Title 

Phone 

Company 

Fax 

Address 


How  did  you  hear  about  Interactive  Newspapers  ’99? 

□  Brochure  (Mali  Code  on  address  label _ )  □  Print  Advertisement  □  Press  Release 

□  Telemarketing  □  Word  of  Mouth  □  E-mail  □  Web  Site 

Payment  Information 

□  My  check  is  enclosed  (U.S.  funds  only,  payable  to  “Interactive  Newspaper  Conference”)  Check  must  be  through  a  U.S.  bank. 

□  Bill  my  □  AMEX  □  VISA  □  MC  Card  # _ Exp.  Date: _ 

Signature _ _ _ 

Cancellation  Policy:  Cancellations  received  between  December  1,  1998  and  January  15,  1999  will  be  assessed  a  50%  service  charge. 
Cancellations  received  after  January  15  or  registrants  who  do  not  attend  are  liable  for  the  full  registration  fee.  Substitutions  can  be  made 
at  any  time  prior  to  the  conference,  but  you  nust  contact  us  at  (212)  675-4380,  ext.  285,  to  advise  us  of  any  changes. 

For  bank  transfer  information,  please  e-mail:  michaelt@mediainfo.com  or  Fax:  (212)  929-1894 
Please  submit  registration  form  with  payment  to: 

Editor  &  Publisher  Conferences,  Editor  &  Publisher,  11  W.19th  Street,  New  York,  NY  10011-4234 

□  Please  check  here  if  you  are  physically  challenged  and  have  any  special  needs  at  the  conference.  We  will  be  in  touch  with  you. 


Register  online  (the  most  convenient  way)  http://www.mediainfo.com  (Click  on  Conferences) 


Michael  Bloomberg 

President  and  Founder, 
Bloomberg  News,  LP. 


Dr.  Jeff  Salz 

Anthropologist,  Journalist, 
Mountaineer,  Adventurist! 


Peter  Winter 

President 

Cox  Interactive  Media 


Media  exccuiixos  inteivsicd  in  iiKioasin>:  your 
revenue  from  Web-related  (^peratierns  and  prod¬ 
ucts  while  improving  and  buttressing  your  core 
puKluet! 

Suppliers  and  vendors  who  need  tv)  stay 
inlbnned  on  media  erunpanies*  v  iews,  needs, 
objectives  and  v  isirrn. 


E(S?P 


The  Editor<STijblisher  Company 
Where  Youll  Find  the  Powers  of  the  Press™ 

11  West  19"'  Street,  New  York,  NY  10011-4234 


isn’t  always  a  given 


number  and  send  a  story  to  a  certain  area  for 
editors.  Many  newspapers  continue  to  use  their 
own  networks  to  transfer  data. 

The  Internet,  however,  allows  far-flung  cor¬ 
respondents  to  fde  stories  using  TCP/IP,  the 
open  communications  protocol  that  is  less 
secure  than  dedicated  dial-up  networks,  but 
more  widely  available  and  accessible.  Mich 
Kabay,  director  of  education  at  the  Interna¬ 
tional  Computer  Security  Association  (ICSA) 
and  a  computer  security  consultant  for  major  corporations,  says  that  in  case  of  theft, 
reporters’  notes  and  files  stored  on  laptop  computers  should  be  encrypted. 

“It’s  nuts  to  be  carrying  around  a  computer  with  potentially  valuable  material  and  not 
to  encrypt  it,”  says  Kabay.  “I  do  security  analyses  for  international  banks  and  Fortune  100 
companies,  and  if  a  computer  didn’t  have  encryption  on  it  and,  worst  case,  be  stolen,  they 
could  read  security  analyses  of  major  corporations  and  we  would  be  sued  for  negligence.” 

“We  want  our  security  to  mean  that  someone  could  not  shut  our  operations  down.  To 
use  an  extreme  but  good  example  for  us,  if  we’re  covering  high  school  football  at  10:15 
on  a  Friday  night,  if  you  can  do  something  to  prevent  me  from  sending  stories  in,  guess 
what,  you  can  shut  me  down,”  asserts  Holtman. 

John  lobst,  vice  president  of  technical  research  at  the  Newspaper  Association  of 
America  (NAA),  says  encryption  is  an  issue  that  newspapers  should  be  aware  of. 

“There’s  always  some  slight  concern  if  you’re  transmitting  stuff  electronically  and  if 
it’s  really  sensitive,  then  you  want  it  encrypted,”  says  lobst. 

Don  Podesta,  information  technology  editor  at  The  Washington  Post,  says  scram¬ 
bling  data  is  not  high  on  his  agenda.  “With  our  bureaus  it  might  be  an  issue,  but  we 
don’t  have  Big  Brother  in  Moscow  and  since  what  we’re  filing  is  something  that’s 
meant  to  be  published,  what  would  be  the  utility  of  keeping  it  a  secret.  Ninety-nine 
point  nine  percent  that  anybody  sends  in  is  not  anything  that  we  would  be  worried 
about  anybody  reading  because  it’s  going  to  end  up  in  the  paper  anyway,”  Podesta  says. 
He  says,  absent  a  problem,  encryption  is  not  an  issue  that  is  currently  being  considered. 

“I  don’t  think  we  need  to  take  any  action  until  we  identify  a  problem.  When  that  hap¬ 
pens,  we’ll  worry  about  it,  but  at  the  moment  it  just  doesn’t  seem  like  an  expense  we 
need  to  take  absent  an  identifiable  problem,”  says  Podesta. 


consumer  electronics  industry  of  the  ’60s.” 

Cryptology  was  a  public  occupation 
until  the  U.S.  military  completely  co-opted 
the  field  during  World  War  1  to  protect 
national  security  interests.  Realizing  the 
value  well  beyond  wanime,  the  government 
held  the  science  and  art  of  making  and 
breaking  codes  under  its  classified  purview. 

Computer  technology  arose  from  the 
need  for  machines  that  could  execute  split- 
second  mathematical  calculations  in  order 
'j  make  or  break  ciphers.  So  long  as 
computers  were  expensive  machines  that 
only  governments  or  research  institutions 
could  afford,  cryp  ography  remained  be¬ 
yond  both  the  need  and  reach  of  the  gen¬ 
eral  population. 

The  personal  computer  revolution  of  the 
1980s  and  1990s  irrevocably  altered  commu¬ 
nication,  and  federal  officials  felt  pressure 
from  cryptographers,  as  well  as  commercial 
industries,  to  yield  the  use  of  encryption. 


The  military  relies  on  symmetric,  or 
secret-key,  codes,  using  the  same  code  for 
both  encryption  and  decryption  of  messages. 
In  1976,  a  paper  written  by  Whitfield  Diffie 
and  Martin  Heilman,  called  “New  Directions 
in  Cryptography,”  introduced  the  concept 
of  public-key,  or  asymmetric,  cryptography. 

Essentially,  it  uses  two  unrelated  keys, 
one  for  encryption  and  one  for  decryption. 
It  meant  anyone  could  encrypt  information 
using  a  universally  available  public  key  and 
decode  it  by  using  a  privately  held  personal 
key,  giving  the  privacy  of  citizens  the  same 
strength  as  the  symmetric  codes  still  held 
secret  by  the  military. 

Federal  officials,  however,  balked  at  the 
notion.  The  FBI  and  Department  of  De¬ 
fense  remain  so  concerned  about  encryp¬ 
tion  circumventing  their  ability  to  carry  out 
surveillance  of  potential  lawbreakers  or  ter¬ 
rorists  that  levels  of  encryption  were  given 
munitions  status.  Distributing  an  “unbreak¬ 


able”  cipher  could  be  considered  a  prose¬ 
cutable  offense. 

Zimmermann  knows.  After  the  publication 
and  release  of  his  PGP  freeware  in  1991 
(software  that  is  now  considered  the  de 
facto  worldwide  standard  for  public-key 
encryption  of  e-mail),  he  found  himself  the 
target  of  a  three-year  investigation  by  the 
U.S.  Customs  Service.  The  investigation 
was  closed  without  indictment  in  1996  but 
not  before  exposing  the  cryptographer’s 
plight  and  the 
political  intrica¬ 
cies  of  granting 
people  the  means 
to  keep  speech 
private. 

A  BETTER 
STAGE  COACH 

Today,  Zim¬ 
mermann  at¬ 

tempts  to  raise 
the  awareness  of 
both  government 
officials  and  the 
public.  “Without 
encryption,  there 
is  no  other  way 
to  send  from 
point  to  point 
securely.  When 
you  consider  the 
capacity  and 
availability  of 
new  surveillance 
technologies, 
you  realize  just 
how  much  we 
have  to  hang 
onto  our  privacy 
right  now.” 

In  an  ironic 
twist,  even  federal  officials  are  urging  U.S. 
businesses  not  to  rely  on  the  government  to 
protect  their  information  privacy.  Accord¬ 
ing  to  the  President’s  Commission  on 
Critical  Infrastructure  Protection  estimates, 
hacking  into  corporate  and  government 
computer  networks  will  cost  the  U.S.  $10 
billion  a  year. 

Last  year,  250,000  hacks  were  attempted 
on  the  Pentagon’s  network  alone.  CIA 
director  George  Tenet  has  urged  U.S. 
industry  to  “get  off  its  butt.” 

As  for  news  organizations,  Gillmor  of 
the  San  Jose  Mercury  News  says  common 
sense  is  what’s  necessary.  “Paranoia  is  no 
more  helpful  than  lazily  assuming  no 
unauthorized  person  could  ever  read  what 
you  send  or  store.”  IH 


Joseph  is  a  staff  editor  at  Forbes 
Digital  Tool  (www.forbes.com).  She 
currently  oversees  the  Friday  E-busi- 
ness  section. 


Journalists 
are  not 
especially 
eager  to 
see  their 
work  pirated 
or  their 
scoops 
grabbed  by 
competitors. 

Adam  Clayton 
Powell  III, 

The  Freedofn  Forum 
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Newspapers  were  profitable  in 
spite  of  Web-development  losses 


by  Carl  Sullivan 

Despite  enormous  losses  on  Web  site 
development  in  1997,  newspaper 
companies  managed  to  be  quite 
profitable,  according  to  the  annual 
Veronis,  Suhler  &  Associates  report  (see 
story,  p.  8).  That’s  remarkable,  says  Kevin 
M.  Lavalla,  managing  director  of  the  New 
York  firm.  Had  newspapers  not  enjoyed 
big  profits  that  year,  Lavalla  believes  they 
still  would  have  invested  in  the  Internet 
but  perhaps  to  a  lesser  extent.  “I  don’t  see 
it  as  luxury,”  he  says.  “I  see  it  as  some¬ 
thing  they  have  to  do.  There  are  a  lot  of 
them  who  did  this  for  offensive  reasons,  as 
much  as  defensive  purposes.” 

Unfortunately,  little  information  is 
available  about  how  much  publicly  traded 
newspaper  companies  spent  on  Internet 
activities.  Most  of  the  companies  don’t 
break  out  their  Internet  expenditures.  The 
Veronis,  Suhler  report  does,  however. 


shed  light  on  the  activities  of  newspapers’ 
competitors  in  the  online  arena.  While 
total  revenues  for  newspaper  publishers 
increased  by  9.3%  in  1997,  the  consumer 
online  market,  which  includes  America 
Online.  Yahoo!  and  eBay,  reported  rev¬ 
enue  increases  47.4%  over  the  previous 
year.  This  follows  increases  of  117%  in 
1996  and  90%  in  1995. 

But  while  newspapers  were  profitable 
in  1997,  the  consumer  online  segment 
reports  negative  operating  income  and 
negative  operating  cash  flow.  That’s 
because  of  the  massive  rise  in  marketing 
and  product  development,  and  in  technol¬ 
ogy  and  infrastructure. 

The  only  pure-play  Internet  company 
(as  defined  by  Veronis,  Suhler)  to  make 
the  top  50  communications  companies  in 
terms  of  revenue  was  America  Online 
(AOL)  of  Dulles,  Va.  AOL  reported  rev¬ 
enues  of  nearly  $1.7  billion  in  1997.  Many 
of  the  companies  that  did  make  the  top  50 


do.  of  course,  have  Internet  ventures,  but 
also  are  involved  in  other  segments  of  the 
communications  industry,  like  broadcast¬ 
ing  or  publishing.  For  example,  the  two 
largest  communications  companies.  Time 
Warner  and  the  Walt  Disney  Co.,  have 
extensive  Web  holdings. 

AOL  ranked  first,  however,  when  com¬ 
munications  companies  are  compared  by 
five-year  revenue  growth.  The  company  had 
a  compound  annuai  growth  rate  of  1 38.6% 
from  1993  to  1997.  Still,  AOL  recorded  a 
$505.6  million  operating  income  loss  in 
1997,  including  a  $385  million  write-off 
due  to  a  change  in  the  accounting  of  sub¬ 
scriber  acquisition  costs. 

The  Veronis.  Suhler  report  also  notes 
that  the  newspaper  and  consumer  maga¬ 
zine  industries  are  more  likely  to  have 
business  lines  in  more  than  one  segment 
of  communications.  Only  41.4%  of  news¬ 
paper  publishers  participate  exclusively  in 
the  newspaper  segment. 


Classified  Ventures  le  expand 
MovingCenler.cnni  Web  site 

Company  hopes  to  keep  users  longer  at  Apartments.com  affiliate 


by  Martha  L.  Stone 

Classified  Ventures  of  Chicago  has 
announced  the  expansion  of  Mov- 
ingCenter.com,  a  sister  site  to 
Apartments.com.  The  company  will  roll 
out  a  new  and  improved  MovingCen- 
ter.com,  with  added  content  and  beefed-up 
banner  advertisement  counts  by  the  end  of 
the  first  quarter,  says  Christian  Hicks, 
communications  manager  for  Apart- 
ment.com,  a  Web  site  for  renters. 

Hicks  says  that  while  the  target  audi¬ 
ence  is  now  renters  who  are  moving,  it 
may  expand  its  audience  to  anyone  who 
is  moving.  The  company’s  other  real 
estate  Web  sites  include  NewHomes.com 


and  HomeHunter.com  (which  will 
launch  this  month).  HomeHunter.com 
was  originally  a  Knight  Bidder  property, 
but  will  be  relaunched  as  a  Classified 
Ventures  title. 

Content  on  MovingCenter.com  will  in¬ 
clude  truck  and  furniture  rental,  cable  and 
telephone  service  and  hookup,  and  any 
other  services  that  people  need  to  .set  up 
their  new  homes. 

Most  Web  sites  are  trying  to  find  ways 
to  keep  users  at  their  sites  for  longer  peri¬ 
ods  of  time.  Classified  Ventures  hopes 
these  new  features  will  retain  Web 
surfers.  MovingCenter  was  originally 
developed  by  the  builders  of  Apart¬ 
ments. com.  which  was  purchased  by 


Classified  Ventures  a  year  ago. 

Right  now,  revenue  models  include 
banner  advertising  and  a  portion  of  rev¬ 
enue  from  leads  they  send  to  their  ven¬ 
dors.  For  instance,  if  banner  advertising 
for  a  cable  company  attracts  people  who 
eventually  sign  on  for  the  service.  Classi¬ 
fied  Ventures  gets  an  undisclosed  amount 
for  the  transaction. 

The  updated  site  will  have  more  trans¬ 
actional  and  e-commerce  ability,  Hicks 
says.  "That’s  where  we  see  the  Web  is 
going.”  he  says. 

Stone  is  a  new  media  professor  at 
Roosevelt  College  in  Chicago  and  a 
frequent  contributor  to  EfifP. 
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DIGITAL  HOW-TO 


Staying  abreast  of 
health  care  changes 

New  medical  studies  and  new  treatments  show  up 
every  day;  use  the  Internet  to  get  the  details 


by  Charles  Bowen 

The  health  beat  is  tricky,  on  several 
counts.  New  research  into  diagno¬ 
sis,  treatment  and  prevention  keeps 
reporters  and  editors  on  their  toes  —  mon¬ 
itoring  news  wires,  medical  journals  and 
popular  magazines,  and  television. 

Beyond  that,  the  findings  of  all  that 
diligent  research  often  require  translation. 
Language  in  medicine  —  its  scientific 
terms,  jargon  and  acronyms  —  sometimes 
excludes,  rather  than  enlightens  us. 
Furthermore,  printed  reference  books 
often  are  not  current  enough  to  keep  up 
with  evolving  terminology. 

Now  you  can  broaden  your  medical  ref¬ 
erence  shelf  to  include  the  Internet.  The  2- 
year-old  Online  Medical  Dictionary  is  a 
searchable  resource  of  terms  relating  to 
biochemistry,  cell  biology,  chemistry, 
medicine,  molecular  biology,  physics, 
plant  biology,  radiobiology,  science  and 
technology.  Created  in  early  1997  by 
Britain’s  Dr.  Graham  Dark,  the  dictionary 
contains  more  than  46,000  definitions 
totaling  17.5  megabytes,  and  it  continues 
to  grow  daily.  Best  of  all,  entries  are  cross- 
referenced  to  each  other  and  to  related 
resources  elsewhere  on  the  Internet. 

Dark  is  regularly  enhancing  the  data¬ 
base,  with  new  terms  added  almost  daily. 
In  addition,  all  searches  are  logged  and  a 
list  of  frequently  requested  missed  terms 
is  checked.  Knowledgeable  users  are 
encouraged  to  contribute  definitions  of 
missing  terms,  which  are  edited  before 
inclusion. 

To  use  the  dictionary,  visit  the  site  at 
http://www.graylab.ac.uk/omd.  Several 
options  are  provided  to  reach  the  data, 
including: 

•  Alphabetically.  Click  on  a  hypierlinked 
alphabet  letter  on  the  introductory  screen  to 
jump  to  that  portion  of  the  dictionary. 

•  Keyword.  Enter  a  search  word  or 
phrase  in  the  data  entry  field  and  click 
on  the  Search  OMD  button.  No  special 


syntax  is  required  for  entering  the  key¬ 
word.  Also,  neither  Boolean  operators 
(AND,  OR,  NOT,  etc.)  nor  quotation 
marks  are  recognized,  so  just  enter  the 
term  as  you  would  expect  to  see  it  writ¬ 
ten,  as  in,  say,  amino  acid.  Capitalization 
and  punctuation  generally  are  not  signif¬ 
icant  to  the  search. 

By  category.  Click  on  the  introducto¬ 
ry  page’s  link  to  “Entries  by  subject  area.” 
The  system  lists  all  its  major  subjects 
along  with  the  number  of  articles  in  each 
category,  such  as  anesthetics  (5),  biochem¬ 
istry  (559),  chest  medicine  (60),  dermatol¬ 
ogy  ( 1 74)  and  so  on.  Click  on  the  hyper- 
linked  name  of  a  category  to  reach  that  list. 

Definitions  displayed  in  the  dictionary 
routinely  also  include  a  number  of  hyper¬ 
links.  For  instance,  the  entry  for  Attention 
Deficit  Hypieractivity  Disorder  is  “a  con¬ 
dition  seen  in  children  where  there  is 
increased  motor  activity  in  association 
with  poor  attention  span.  Often  treated 
with  amphetamine  medications.”  Hyper- 
linked  words  in  the  definition  include 
“condition,”  “motor”  and  “amphetamine 
medications.”  Click  on  any  of  those  for 
related  material. 

Each  entry  also  reports  the  date  on 
which  it  was  created  or  updated.  Pages 
throughout  the  site  are  accompanied  by  a 
toolbar  with  buttons  for: 

•  Home,  to  take  you  to  the  introductory 
page. 

■  Search  OMD,  to  look  up  text  in  the 
database. 

•  Subjects,  to  display  the  main  index  of 
topic  classifications  from  where  you  can 
browse. 

•  Help,  for  a  background  and  help 
section. 

^  Feedback,  to  send  comments  or  ques¬ 
tions  to  the  site  maintenance  team. 

•  Random,  to  go  to  a  randomly,  select¬ 
ed  subject  in  the  dictionary. 

Also,  as  you  view  entries  in  the 
resource,  the  bottom  of  the  screen  pro¬ 
duces  a  linked  list  of  the  previous  and  next 


half-dozen  alphabetic  entries.  Click  on 
any  link  to  move  to  that  definition’s  dis¬ 
play.  The  dictionary  is  distributed  under 
license  from  Academic  Medical 
Publishing  by  CancerWeb  (http://www. 
graylab.ac.uk/cancerweb.html),  a  regular¬ 
ly  updated  site  on  many  different  aspects 
of  cancer  research  and  treatment,  with 
some  3,000  pages  online. 

Other  considerations  for  using  this 
resource  in  your  reporting: 

1  Permission  is  granted  for  an  individ¬ 
ual  to  use  definitions  from  this  dictionary 
provided  no  more  than  20  are  used  in  any 
one  work.  If  more  than  20  entries  are 
used,  specific  permission  must  be  sought 
via  e-mail  through  the  site. 

2  If  you  are  searching  for  medical  suf¬ 
fixes  (such  as  “-mancy,”  “-morphous”  or 
itis”)  or  for  entries  that  begin  with  a  num¬ 
ber  (such  as  “24-hour”),  try  clicking  on  the 
link  to  “Other  characters”  on  the  introduc¬ 
tory  page  and  examine  the  resulting  list. 

3  Regular  visitors  to  the  site  can  stay  on 
top  of  additions  and  alterations  to  the  dic¬ 
tionary.  On  the  introductory  page,  click  on 
the  link  called  “Recently  added  or  modified 
entries”  for  details  on  new  changes.  H 


Bowen  is  a  West  Virginia  journalist 
and  a  30-year  veteran  of  newspapers. 
He  is  a  host  of  the  daily  Internet  News 
syndicated  radio  at  http://www.net- 
newstoday.com. 


A  NEW  SPORTS 
n  PHOTO  WIRE 
ffwS  SERVICE 

Interested  in  using  quality  sports  images,  but 
deterred  due  to  high  costs  of  AR  Reuters,  APR 
or  the  other  “major”wires?  AI/WIRE  offers 
new,  affordable,  photo  packages  to  smaller 
market  papers  and  prices  considerably  more 
affordable  to  larger  market  papers. 

AI/WIRE  offers  images  of  major  sporting 
events.  Including,  but  not  limited  to  baseball, 
football,  hockey,  golf,  and  much  more.  In  addi¬ 
tion  to  "spoilsnews"  imagery,  AI/WIRE  offers 
access  to  archival  files  of  over  300,000  images 
of  all  sports.  Requests  for  archival  Images  can 
be  delivered  within  24  hours. 

Each  AI/WIRE  client  is  given  a  unique  pass¬ 
word.  providing  access  to  our  database. 
Utilizing  an  FTP  transfer,  you  have  your  desired 
news  or  archival  sports  photos  in  a  snap! 

E-mail  AI/WIRE  (mrpixur9interpolnt.net)  the 
following  information:  Circulation,  Contact, 
Phone,  Fax,  and  estimated  monthly  sports 
photo  needs,  and  a  representative  will  put 
together  a  package  we're  sure  you'll  find 
attractive. 

View  samples  of  our  work  at 
httpV/www.aiwire.com 
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MARKETING/SALES 


NAA  diversity  push  in  ad  reaim 


by  Joe  Nicholson 

As  part  of  the  National 
Association  of  Ameri¬ 
ca's  (NAA)  effort  to 
bolster  industry  diversity,  the 
NAA  is  giving  The  Wash¬ 
ington  Post  a  $3,(K)()  grant  this 
month  for  the  training  of  high 
school  students  in  newspaper 
business  skills,  including  sell¬ 
ing  advertisements. 

NAA  plans  to  grant  five 
similar  $3,(XK)  grants  in  the 
fall  to  newspapers  around  the 
country  to  pay  for  efforts  to 
train  students  at  local  schools. 

Students  at  Howard  D. 

Woodson  Sr.  High  School  in 
Washington.  D.C.,  will  sell 
ads  and  perform  other  busi¬ 
ness  tasks  at  their  school 
paper  as  a  key  part  of  the  pro¬ 
gram  training. 

MiChelle  Duke,  NAA’s 
manager  of  diversity  outreach 
services,  says,  “A  lot  of 
minorities  aren’t  aware  of 
opportunities  in  newspaper  business 
departments.” 

In  another  effort  to  encourage  industry 
diversity,  NAA  last  month  granted  32 
minority  fellowships  for  newspaper  staffers 
to  attend  seminars  of  journalism  schools 
and  organizations  that  are  designed  to  hone 
a  range  of  professional  skills,  including 
telesales,  marketing,  ethics,  newspaper 
libraries,  investigative  reporting,  manage¬ 
ment  skills,  photography,  sports  editing 
and  advertising  sales  strategy. 


EdfP  BRIEFS 


Nepal  ad  bans 

The  government  of  Nepal  plans  to  ban 
all  alcohol  and  tobacco  ads  on  television 
and  radio,  but  it  has  not  yet  announced  a 
date  when  the  ad  ban  will  begin. 

In  the  United  States,  30  daily  news¬ 
papers  ban  tobacco  ads.  Tbe  latest  was 
announced  last  month  by  The  Times 
Leader  of  Wilkes-Barre,  Pa.,  a  Knight 
Bidder  newspaper. 


A  lot  of 

minorities  aren’t 
aware  of 
opportunities 
in  newspaper 
business 
departments. 


—  MiChelle  Duke, 
NAA’s  MANAGER  OF  DIVERSITY 
OUTREACH  SERVICES 


NAA’s  diversity  pro¬ 
grams  are  designed  to  ease 
change  in  an  industry  still 
largely  dominated  by 
white  males. 

“From  fellowship  pro¬ 
grams  that  help  develop 
skills,  to  awareness  train¬ 
ing  that  helps  the  entire 
work  force  manage  diver¬ 
sity  challenges,  these  qual¬ 
ity  programs  benefit  both 
the  individuals  and  the 
entire  industry,”  says  NAA 
president  and  CEO  John 
F.  Sturm. 

While  NAA  has  been 
encouraging  diversity  for 
years,  ad  industry  leaders 
are  now  embarking  on  a 
study  to  determine  if  their 
industry  suffers  from  di¬ 
versity  problems. 

The  American  Adver¬ 
tising  Federation’s  (AAF) 
foundation  and  Procter  & 
Gamble  Co.  are  initiating  a 
baseline  survey  to  gauge 
the  extent  of  the  industry’s  diversity  and 
multicultural  marketing. 

The  survey,  six  months  in  the  planning, 
will  question  chief  executive  officers  at 
the  1(X)  largest  advertisers,  agencies  and 
media  companies  as  well  as  AAF  corpo¬ 
rate  members  about  the  number  of  minor¬ 
ity  employees  at  entry,  professional  and 
executive  levels. 

The  survey  will  also  assess  relative 
spending  on  ethnic  consumers.  Results 
will  be  announced  by  early  April. 


Nepal’s  state-run  TV  and  radio 
stations  and  two  private  radio  stations 
depend  on  alcohol  and  cigarette  ads  for 
half  their  revenue,  according  to  The 
Associated  Press,  and  there  was  no 
immediate  indication  how  they  would 
make  up  the  revenue  loss. 

The  Nepal  government  made  the 
decision  to  “reflect  the  wishes”  of  its  cit¬ 
izens,  says  communications  minister 
Jayaprakash  Gupta. 


“Diversity  is  the  bridge  between  the 
workplace  and  the  marketplace,  and  we 
need  to  determine  if  our  industry  is  in  a 
position  to  operate  effectively  in  a  diverse 
world,”  says  AAF  president  and  CEO 
Wally  Snyder.  Bi 

To  get  a  grant 

Daily  and  weekly  newspapers  that 
want  a  $3,000  diversity  training  grant 
should: 

•  Write  for  an  application:  News¬ 
paper  Association  of  America,  c/o 
MiChelle  Duke,  manager  of  diversity 
outreach  services,  1921  Gallows  Road, 
Vienna,  VA  22181. 

•  Establish  an  agreement  with  a  high 
school  in  your  circulation  area.  The 
institution  must  have  a  school  newspa- 
f)er  or  establish  one,  and  it  must  have  a 
teacher,  perhaps  the  school  newspaper 
adviser,  who  is  committed  to  the 
program. 

•  Identify  a  business  expert,  such  as 
the  Newspaper  in  Education  staffer, 
who  will  act  as  a  program  adviser.  The 
expert  does  not  have  to  be  a  newspaper 
employee. 

•  Demonstrate  in  the  application  both 
the  school’s  need  for  the  program  and 
the  newspaper’s  commitment  to  it  — 
key  factors  in  the  NAA  selection  com¬ 
mittee’s  evaluations.  A  school’s  need 
might  be  indicated  by  a  largely  minority 
student  population  or  by  a  lack  of  fund¬ 
ing  in  a  poor,  white  area. 

•  Submit  application  by  deadline, 
which  is  expected  to  be  set  for  early  July. 
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Ad  prescription 

A  group  of  1  ,(XK)  New  York  physicians 
has  spent  $  1  (),(XK)  to  buy  ads  in  Newsday 
and  in  weekly  community  newspapers  to 
warn  Medicare  patients  to  avoid  HMOs. 

The  North  Shore  Physician  Organiza¬ 
tion.  a  Long  Island  group,  calls  the  news¬ 
paper  ads  highly  effective  in  getting  their 
message  out  to  tens  of  thousands  of 
elderly  patients  and  also  prompting  news 

www.mediainfo.com 


reporters  to  take  an  interest  in  the  issue. 

The  doctors’  ads  warns  that  Medicare 
patients  who  join  HMOs  will  lose  their 
right  to  unlimited  choice  of  doctors  and 
hospitals.  “We  thought  newspaper  ads  were 
the  best  way  to  get  our  message  out.”  says 
Dr.  Stephen  LaSala.  chairman  of  the  group. 


“We  decided  TV  ads  would  be  much  too 
expensive,  and  they  would  be  too  hit  and 
miss  and  would  not  have  gotten  to  as 
many  of  the  people  we  wanted  to  get  to.” 

The  doctors  were  able  to  evaluate  the 
impact  of  the  ads  because  many  of  their 
patients  called  or  asked  questions  during 
appointments  about  issues  raised  by  the 
ads,  says  LaSala,  a  pediatrician. 

Interest  also  was  prompted  by  ad  dis¬ 
plays  mounted  in  waiting  rooms  of  orga¬ 
nization  physicians. 

The  group’s  headquarters  received 
about  100  calls  prompted  by  the  ads, 
according  to  Mark  Rosenblatt,  a  physi¬ 
cian  group  administrator  who  took  many 
of  the  calls. 

No  one  had  a  negative  reaction  to  the 
ad,  says  Rosenblatt,  who  was  surprised 
by  how  appreciative  callers  were. 

“A  lot  of  elderly  people  were  calling  up  to 
get  additional  information,”  says  Rosenblatt, 
who  said  many  were  confused  by  the  array  of 
choices  being  offered.  Many  other  callers 
said  they  were  angry,  he  said,  because  they 
had  been  recruited  my  HMOs  that  failed  to 
explain  those  who  signed  up  were  giving  up 
some  of  their  freedom  to  select  doctors  and 
hospitals. 

The  doctors  say  the  ads  were  not  moti¬ 
vated  by  concern  about  HMO  physician 
reimbursement  rates,  which  sometimes  are 
lower  than  non-HMO  rates. 


$100,000  award 

The  Newspaper  Association  of  America 
has  set  a  deadline  of  April  16  for  its  1999 
awards  for  excellence  in  advertising, 
including  a  grand  prize  of  $100,000. 

The  Award  to  Honor  Excellence  in 
Newspaper  Advertising,  or  ATHENA,  is 
designed  to  encourage  creative  excel¬ 
lence  in  newspaper  advertising.  Most 
entries  require  an  ad  that  was  published 
in  a  U.S.  newspaper  in  1998  in  cate¬ 
gories  ranging  from  automotive  to 
restaurants/grocery /takeout.  Applicants 
can  apply  for  awards  in  30  categories, 
including  a  new  student  competition 
with  an  award  of  $5,000. 

For  entry  information  call  Mort 
Goldstrom,  NAA,  director  of  marketing 
&  advertising:  703-902-1667. 

All  in  the  family 

The  Washington  Post  is  finding  assis¬ 
tance  right  inside  its  own  corporate  fam¬ 
ily  for  the  newspaper’s  help  wanted 
advertisers. 

Recruitment  advertisers  are  often 
flooded  with  responses  after  an  ad  runs  in 
the  Post's  pages  or  on  its  Web  site. 

Now  the  newspaper  is  joining  with 
HireSystems  Inc.,  based  in  Waltham, 
Mass.,  to  help  advertisers  find  and  hire 
the  right  people  quickly. 


HireSystems  Inc.  is  a  subsidiary  of 
Kaplan  Educational  Centers,  a  sub¬ 
sidiary  of  The  Washington  Post  Co. 

Mark  Dane,  HireSystems  vice  presi¬ 
dent  for  engineering  and  operations,  said 
the  three-year-old  company  had  other 
newspaper  clients,  but  he  declined  to  say 
how  many. 

He  also  declined  comment  on  the 
company’s  fees  or  say  how  it  helps 
advertisers  select  applicants. 

Steve  Allen’s  ad 

Comedian  Steve  Allen,  the  Television 
Hall  of  Fame  member  who  created  The 
Tonight  Show,  is  buying  ads  in  121  U.S. 
newspapers  to  warn  about  TV  filth. 

In  full-page  ads,  Allen  says  TV  is 
“Leading  Children  Down  A  Moral  Sewer.” 

After  Allen,  76,  got  The  Tonight  Show 
started,  it  gained  additional  fame  and  for¬ 
tune  during  the  years  it  continued  under 
hosts  Jack  Parr,  Johnny  Carson  and,  cur¬ 
rently,  Jay  Leno. 

Allen  joined  the  campaign  as  honorary 
co-chairman  of  the  Parents  Television 
Council,  which  urges  parents  to  protest 
TV’s  “filth,  vulgarity,  sex  and  violence.” 

Allen  tells  Canada’s  Calgary  Sun  there 
remain  superb  TV  programs,  including  his 
favorite,  60  Minutes. 

“And  that  is  why  it  is  all  the  more  dis¬ 
gusting  that  now  we  have  Jerry  Springer 
and  Howard  Stem,”  he  says. 
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Paradigm  plunges  into 
competitive  teature  field 


A  new  syndicate  run  by 
three  publishing  veterans 
tries  to  make  it 
in  a  mature  industry 

by  David  Astor 


Ihe  conventional  wisdom  says  it's 
impossible  to  create  a  new  syndicate 
observes  Vin 


■  in  this  day  and  age. 

Crosbie,  the  new 

After  there 

many  there 

three 

they  have  a  shot  at  being  one  of  the  few 

large  syndicate  startups  to  succeed  since  ParadigmTSA  co-founders  Bryce  Miller,  Ron  Jaffe  and  Vin  Crosbie. 

1970.  Why?  To  start  with,  Crosbie,  Bryce 

Miller  and  Ron  Jaffe  point  to  their  back-  new  media  companies  and  book  publishers,  of  them  already  well  known  as  journalists 
grounds  and  creator  roster.  Their  roster  includes  almost  30  indi-  and  authors. 

Their  backgrounds  include  stints  at  vidually  syndicated  columnists,  comic  The  founders  —  who  have  contributed 
United  Press  International,  newspapers,  creators  and  editorial  cartoonists  —  many  much  of  Paradigm’s  “six-figure”  financing 

—  say  they're  offering  creators  a  larger 
percentage  of  gross  revenues  than  the 
average  syndicate  and  full  ownership  of 
their  features. 

ParadigmTSA’s  three  principals  have  written  for  wires,  worked  for  newspapers  „  - , 

and  new  media,  authored  books  and  booked  authors.  Here  are  their  bios:  i 


Before  they  were  Paradigm 


•  Bryce  Miller  —  president/operations  and  editorial  —  spent  14  years  with 
United  Press  International.  His  Jobs  included  building  and  directing  UPI’s  Saigon 
bureau  during  the  Vietnam  War  and  serving  as  night  managing  editor  of  the  wire’s 
news  pictures  department  in  New  York.  The  two-time  Pulitzer  Prize  nominee  is  an 
executive  at  an  Internet  firm  called  Futuris  Networks  and  a  past  exec  at  ITT  and 
Pan  American. 


•  Vin  Crosbie  —  executive  vice  president/sales  and  distribution  —  was  nation¬ 
al  sales  director  for  UPI,  New  York  media  business  manager  for  Reuters,  and  a 
reporter  and  editor  for  several  New  England  newspapers.  He’s  president  of  an 
online  publishing  consulting  firm  called  Digital  Deliverance  and  co-author  of 
Internet  World’s  Guide  to  Webcasting. 


•  Ron  Jaffe  —  executive  vice  president/marketing  —  has  been  an  executive  at 
Waldenbooks,  Longmeadow  Press  and  Third  Story  Books.  He  has  conceived, 
designed  and  published  over  380  original  titles  and  currently  runs  his  own  com¬ 
pany,  Jaffe  Enterprises. 
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A  look  at  Paradigm’s  creative  lineup 


Life  begins  at  30  for  the  I 
new  ParadigmTSA, 
which  has  nearly  that 
number  of  features.  Here’s  r 
a  sampling: 

*  Editorial  cartoons  by  The  £  j| 
Hartford  (Conn.)  CouranTs  Grossman 
Bob  Englehart.  who  was  for¬ 
merly  with  the  Los  Angeles  Times- 
Washington  Post  News  Service. 

•  The  “ffarm.com”  comic  strip  by 
Englehart  and  his  wife.  Pat  McGrath, 
who  has  worked  in  broadcasting  and  cor¬ 
porate  communications. 

•  The  “Patent  Nonsense”  and  golf- 
themed  “Sandy  Knows”  comic  panels  by 
cartoonist/illustrator  Roy  Doty. 

•  “The  Press  Game”  media  column  by 
former  NBC  News  and  PBS  president 


“In  many  regards,  we’re  more  of  an 
agency  than  syndicate,”  says  Jaffe,  Para¬ 
digm’s  executive  vice  president/market¬ 
ing.  He  notes  that  TSA  stands  for  “The 
Syndicating  Agency”  and  the  Paradigm 
name,  suggested  by  cartoonist  Roy 


“The  conventional 
wisdom  says  it’s 
impossible  to  create 
a  new  syndicate  in  this 
day  and  age.” 

—  ViN  Crosbie, 
CO-FOUNDER,  PaRADIGMTSA 


Doty,  stands  for  “a  different  model  of 
business.” 

Paradigm  also  offers  its  creators  flex¬ 
ibility.  For  example,  Doty  —  who’s 
illustrated  176  books  and  written  27  of 
them  —  says  he’s  too  busy  to  do  the 
“Patent  Nonsen.se”  and  “Sandy  Knows” 
comic  panels  on  a  daily  basis.  So 
Paradigm  allows  him  a  thrice  weekly 
schedule. 

And  the  syndicate  is  heavily  promoting 
its  creators.  They’re  all  pictured  in 


•  :  #  \  ing  By”  column  by 

jU  k  novelist  Eric  Blau, 

lHII  created  the 

musical  Jacques 
Alive  and 

s  Marsh  Well  and  Living 

in  Paris. 

•  “Speaking  of  Computers”  by  Kathy 
Ivens,  author  of  over  30  books. 

•  The  “Table  Talk”  food  column  by 
Ellen  Sweets,  who  has  worked  for  the 
St.  Louis  Post-Dispatch  and  Dallas 
Morning  News  and  was  formerly  dis¬ 
tributed  by  the  Knight  Ridder/Tribune 
News  Service. 

•  Other  columns  cover  careers,  health, 
Hollywood,  marketing,  military  affairs, 
personal  finance,  real  estate,  and  sports. 


Lawrence  Grossman. 

•  “This  I  Believe”  by  New  York  Post 
op-ed  columnist  Steve  Dunleavy. 

•  “School  Matters”  by  John  Silber, 
chairman  of  the  Massachusetts  Board  of 
Education  and  chancellor  of  Boston 
University. 

•  “Marsh  on  Music”  by  rock  critic 
Dave  Marsh,  who  has  written  more  than 
a  dozen  books  and  worked  on  maga¬ 
zines  such  as  Rolling  Stone. 


Paradigm  ads,  and  some  discuss  their  fea¬ 
tures  in  streaming  video  segments  on  the 
syndicate’s  Web  site  (www.paradigm- 
tsa.com). 

“It  makes  .sense  to  let  the  creators  talk  di¬ 
rectly  with  the  publishers.”  says  Miller.  Pa¬ 
radigm’s  president/operations  and  editorial. 

The  site  also  plans  a  section  highlighting 
creators’  accomplishments,  such  as  new 
books  and  TV  appearances. 

Paradigm’s  clients  include  Web  sites 
as  well  as  print  newspapers.  And  the 
syndicate’s  target  markets  include 
dailies  of  all  sizes,  plus  alternative  and 
community  weeklies. 

“There  are  7,853  weeklies,”  says 
Miller.  “That’s  a  big  market.  If  we  get  2% 
of  them  at  $5  a  week  ....” 


Paradigm  says  it’s  selling  and  delivering 
features  at  lower  than  average  rates.  But 
with  lower  rates  and  higher  percentages 
for  creators,  where’s  the  profit? 

Miller  hopes  lower  rates  attract  more 
newspapers,  so  there’s  a  potential  “mass 
factor.” 

Crosbie,  Paradigm’s  executive  vice 
president/sales  and  distribution,  adds  that 
the  syndicate  operates  with  only  seven 
staffers  —  including  some  working  for 
equity  rather  than  salary.  He  notes  that 
modern  computer  technology  helps 
Paradigm  operate  with  a  small  work  force 
and  save  money  through  everything  from 
Internet  phone  calls  to  digital  delivery. 

How  are  things  going  so  far?  The  syn¬ 
dicate  expects  to  turn  a  profit  sometime  in 


Creators  Syndicate  Brings 
New  Comic  Talent 
To  Yonr  Paper 


Color  Blind 

By  Orrin  Brewster 


Raw  Material 

By  Doug  Stone 


Toby 

By  Bob  Gorrell 


CREATORS  SYNDICATE 

5777  W.  Century  Blvd,,  Suite  700  •  Los  Angeles,  CA  90045  •  (310)337-7003  •  Fax  (310)337-7625 
E-mail:  cre8ors@aol.com  •  www.creators.com 
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Creators  and  Universal 
executives  assess  new  competitor 


Will  ParadigmTSA  prosper?  The 
founder-presidents  of  the  two 
biggest  syndicate  successes 
since  1970  say  it  won’t  be  easy. 

“I  wish  them  well,  but  it  takes  an  extra¬ 
ordinary  effort”  to  build  a  syndicate,  com¬ 
ments  Rick  Newcombe,  who  launched 
Creators  Syndicate  in  1987.  He  and  Uni¬ 
versal  Press  Syndicate’s  John  McMeel 
say  this  means  long  work  days  and  a  lot  of 
time  on  the  road  selling  features. 

“There  is  just  no  substitute  for  talking 
face  to  face  with  your  customers,”  ob¬ 
serves  McMeel.  who  co-founded  Univer¬ 
sal  in  1970. 

There  are  certainly  fewer  daily  news¬ 
paper  customers  to  sell  to 
these  days,  and  fewer 
markets  with  more  than 
one  paper  bidding  for  fea¬ 
tures. 

“This  makes  it  more 
difficult  to  start  a  syndi¬ 
cate  today,”  says 
Newcombe. 

But  he  adds  that  com¬ 
puters  can  save  on  staff 
and  other  costs.  And 
McMeel  says  there  are 
potential  clients  —  such 
as  Web  sites  —  that  did 
not  exist  in  previous 
decades. 


Newcombe  says  the  num¬ 
ber  of  clients,  not  the  num¬ 
ber  of  features,  is  crucial  to  a 
new  syndicate’s  financial 
health.  Paradigm  has  nearly 
30  features  but  declines  to 
say  how  many  clients  it  has. 

Creators  had  only  two 
features  in  its  very  early 
days,  but  they  were  whop¬ 
pers:  Ann  Landers’  column 
and  Johnny  Hart’s  “B.C.” 
strip,  both  signed  from 
another  syndicate.  They 
gave  the  fledgling  firm  about 
2,500  clients. 

“It  was 
three  or  four 
before 

we  had  30  features,”  says 
Newcombe.  “We  could 
have  had  30  in  one  week, 
because  we  received  thou¬ 
sands  of  submissions.”  But 
the  syndicate  opted  to 
increase  its  talent  roster 
slowly.  Creators  now  has 
90  features,  while 
Universal  has  1 20. 

McMeel  recalls  that 
Universal  started  with 
three  or  four  features  and 
expanded  to  about  10  — 


including  “Doonesbury” 
—  by  the  end  of  its  first 
year.  He  says  he  admires 
Paradigm’s  “confi¬ 
dence”  in  trying  to  indi¬ 
vidually  market  almost 
30  features  right  off  the 
bat  but  adds  that  it  will 
be  a  challenge  to  give 
each  one  enough  selling 
attention. 

But  McMeel  says 
Paradigm  “certainly  has 
some  impressive 

names”  on  its  creator 
roster,  and  he  welcomes 
competition  that  can 
“sharpen”  the  efforts  of 
established  syndicates. 

Newcombe  says  the  United  Press 
International  pedigree  of  two  Paradigm 
founders  can  be  helpful,  but  not  ideal, 
for  starting  a  syndicate. 

“Syndication  is  a  unique  industry,”  he 
observes. 

Newcombe  notes  that  he.  King 
Features  Syndicate  president  Larry 
Olsen  and  Washington  Post  Writers 
Group  editorial  director/general  man¬ 
ager  Alan  Shearer  are  all  UPI  veterans, 
but  each  worked  at  a  syndicate  before 
heading  one. 

—  David  Astor 


Rick  Newcombe 


E&P  BRIEFS 


1999,  Crosbie  says,  but  he  declines  to 
reveal  the  number  of  clients  signed  so  far. 

Paradigm  execs  do  note  that  some  of 
the  syndicate's  “niche”  and  “contrarian” 
features  may  not  get  a  huge  number  of 
subscribers  but  deserve  to  be  distributed. 
And  then  there  are  features  —  such  as 
the  spiritually  oriented  “Angels  Speak” 
by  Barbara  Mark  and  Trudy  Griswold  — 
that  may  not  appeal  to  many  newspaper 
editors  but  are  popular  with  the  readers 
who  have  made  the  Paradigm  columnists 
best-selling  authors. 

If  the  Stamford,  Conn. -based  Paradigm 
(877-888-7872)  builds  a  market,  it  will 
Join  an  elite  handful  of  larger  syndicates 
that  have  succeeded  during  the  past  three 
decades.  The  biggest  are  Universal  Press 
Syndicate,  founded  in  1970,  and  Creators 
Syndicate,  founded  in  1987.  Others,  such 
as  Chicago  Sun-Times  Features  and 
Sisters  Syndicate  —  both  founded  in  the 
1990s,  failed  to  survive  the  decade. 


Cagle  introduces 
separate  site  for 
political  cartoons 

Daryl  Cagle  has  created  a  separate 
Web  site  for  political  cartoons  that  were 
formerly  on  his  massive  Professional 
Cartoonists  Index  site  (www.cagle.com). 

His  new  site  (www.political  car- 
toons.com)  features  daily  updated  work 
from  over  70  creators,  including  eight 
Pulitzer  Prize  winners,  and  a  teachers’ 
guide  for  using  the  cartoons  in  classrcxims. 

In  addition.  Cagle  has  posted  nearly 
2,0(K)  cartoons  about  President  Clinton’s 
troubles  (www.cagle.com/scandal)  and  a 
collection  of  cartoons  about  the  recent 


confrontation  with  Iraq  (www. 
cagle.com/saddam). 

Cagle  is  a  freelancer  and  first  vice  pres¬ 
ident  of  the  National  Cartoonists  Society. 

Health  scare  for 
‘Curtis’  creator 

“Curtis"  creator  Ray  Billingsley,  41. 
suffered  a  mild  heart  attack  late  last 
month,  but  missed  only  one  installment 
of  the  King  Features  comic  he  does  for 
270  newspapers. 

The  New  York  City  resident  says  the 
health  scare  convinced  him  to  cut  back 
on  his  busy  schedule  of  speeches  and 
other  appearances. 
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Computer-to-plate  systems: 
waiting  for  the  miiiennium 


by  Joe  Munich 

If  you  ask  people  about  the  viability  of 
computer-to-plate  (CTP)  technology, 
they  start  talking  about  the  New 
Millennium. 

Most  observers  don’t  see  CTP  taking 
off  in  the  U.S.  newspaper  industry  before 
the  year  2000.  They  contend  it  will  take 
newspapers  that  long  to  install  the  new 
front-end  systems  that  will  make  CTP 
cost-justifiable.  However,  advocates  say 
Y2K  is  Just  the  kick  start  the  stagnant  CTP 
industry  needs  in  North  America  —  per¬ 
haps  along  with  such 
unexpected  factors  as 
new  environmental 
laws. 

One  of  th''  advo¬ 
cates  is  ''  irkhart, 
vice  pres,  ,  of  pro¬ 
duction  for  JSA  Today 
in  Arlington.  Va.  His 
paper  is  about  to  begin 
beta  trials  with  CTP 
technology  at  one 
Midwestern  and  two 
East  Coast  plants, 
which  together  print 
about  200,000  papers.  Recent  drops  in  the 
cost  of  CTP  technology,  which  bypasses 
traditional  page  output  to  film,  are  Justify¬ 
ing  the  costs  of  the  beta  trial,  but  the  goal 
is  return  on  investment,  according  to 
Kirkhart. 

“When  I  started  looking  at  the  technol¬ 
ogy,  it  cost  $750,000  for  one  machine,” 
Kirkhart  says.  “It  is  now  price  competi¬ 
tive,  though  higher  than  film  output 
machines.” 

CTP  provides  undeniable  benefits. 
Printing  quality  can  be  better.  Prepress 
time  is  reduced,  allowing  newspapers  to 
print  more  customized  and  regional  edi¬ 
tions,  says  Steve  Musselman,  marketing 
manager  of  computer-to-plate  and  image¬ 
setting  technology  for  Agfa-Gevaert 
Group,  a  maker  of  imaging  products. 

USA  Today'?,  Kirkhart  expects  CTP  to 
reduce  the  time  between  editorial  clo.se 
and  delivery.  USA  Today  uses  virtual  pag¬ 
ination.  in  which  elements  are  .scanned 


and  sent  to  print  sites.  “In  Just  this  process 
we’ll  save  20  minutes  through  CTP  tech¬ 
nology,”  he  says. 

Ironically,  another  Gannett  executive 
takes  the  opposite  side  of  the  CTP  debate. 
Mark  Mikolajczyk,  production  vice  presi¬ 
dent  for  Gannett  Newspapers  Inc.,  says 
higher  plate  costs  still  outweigh  potential 
savings  for  CTP. 

This  makes  CTP  hard  to  Justify  for  larg¬ 
er  papers,  which  would  need  more  than 
one  CTP  exposing  system  to  produce 
plates  for  multiple  presses,  most  experts 
said.  Barbara  Cohen,  director  of  market¬ 
ing  for  Purup-Eskofot 
Inc.,  a  printing  tech¬ 
nology  vendor  in 
Kennesaw,  Ga.,  says 
CTP  technology  is 
best  suited  for  papers 
with  50,000  to 
100,000  circulations. 

Smaller  papers 
would  have  trouble 
Justifying  the 

$250,000-or-more 
cost  of  one  platesetter, 
while  larger  papers 
may  balk  at  buying 

multiple  devices. 

“You  should  consider  CTP  if  you  need 
to  speed  up  the  printing  process  and  can 
use  fewer  people  in  the  process,”  she  said. 

Though  not  everyone  agrees, 
Mikolajczyk  said  papers  that  aren’t  totally 
paginated  will  not  find  CTP  cost  Justified. 
Until  now,  Mikolajczyk  says,  not  one 
Gannett  paper  has  submitted  a  request  for 
CTP  technology. 

Cohen,  however,  predicts  a  slight  Jump 
in  CTP  sales  to  newspapers  this  year. 

In  July,  Purup-Eskofot  came  out  with 
new  CTP  device  specifically  designed  for 
faster  print  runs  needed  by  newspapers. 
“Even  though  papers  wanted  the  comput- 
er-to-plate  technology,  many  couldn’t  buy 
the  technology  before  their  yearly  budget 
cycle,”  she  says. 

Kirkhart  notes  that  other  seemingly  un¬ 
related  developments  may  spur  CTP.  One 
is  environmental  concerns.  “One  question 
is  whether  laws  about  silver  recovery  will 


become  more  stringent,”  he  said.  “That 
could  cause  film  to  be  less  attractive.” 

Also,  the  oncoming  Y2K  problem  is 
causing  newspapers  to  replace  their  front- 
end  computer  systems  and  film  setters, 
since  not  all  are  Y2K  compliant.  That 
could  make  CTP  more  appealing  because 
those  papers  won’t  have  to  be  concerned 
about  carrying  film  technology  on  their 
books.  "The  period  of  1998  to  1999  will 
see  papers  putting  in  new  front  ends  that 
allow  full-page  pagination,”  says 
Mus.selman. 

At  the  moment.  Musselman  said  Agfa’s 
sales  of  traditional  imagesetting  technolo¬ 
gy  are  “steady  if  not  rising.”  The  continu¬ 
ing  sales  of  film-based  output  devices  may 
slow  the  shift  to  CTP  in  the  near  future, 
some  experts  say. 

Musselman  counters  that  firms  like 
Agfa  have  replacement  programs  that  al¬ 
low  papers  to  trade  in  their  imagesetters 
when  they  want  to  upgrade  to  CTP. 

Experts  say  it’s  difficult  to  make  gener¬ 
alizations  about  the  value  of  computer-to- 
plate  for  individual  papiers,  since  CTP 
technology  has  a  lot  of  variations.  “It’s  not 
like  throwing  a  switch,”  says  Kirkhart. 
“You  need  to  do  a  lot  of  research.” 

Just  selecting  the  type  of  plates  can  be 
complex.  USA  Today,  for  instance,  opted 
for  photopolymer  because  Kirkhart 
prefers  plates  that  are  available  from  mul¬ 
tiple  suppliers  in  order  to  maintain  price 
competition.  That  winnowed  his  choices 
down  to  photopolymer  and  silver  plates. 
“Because  we  were  eliminating  film,  we 
didn’t  want  to  back  into  the  silver  busi¬ 
ness,”  he  explains. 

Dave  Beck,  director  of  media  technolo¬ 
gy  for  the  Newspaper  Association  of 
America,  says  many  papers  need  to  im¬ 
prove  their  workflows,  particularly  in  dig¬ 
itizing  advertising  materials,  before  CTP 
becomes  a  viable  option. 

“A  lot  of  newspapers  are  kicking  the 
tires,  but  they’re  not  sure  CTP  is  cost- 
effective  yet.”  Beck  says.  H 


Munich  is  a  freelance  writer  based 
in  Glendale,  Calif.,  who  write  fre¬ 
quently  about  technology 


“A  lot  of  newspapers 
are  kicking  the  tires, 
but  they’re  not 
sure  CTP  is 
cost-effective  yet” 

—  Dave  Beck,  Newspaper 
Association  of  America 
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FEATURES 

AVAILABLE 


ADVICE/HUMOR 


“The  Ann  Landers  for  people 
who  don't  wear  Depends” 

“Ask  The  Advice  Goddess,”  by  Amy 
Alkon,  is  a  hilarious  but  practical  new 
syndicated  column  picked  up  by  52 
papers  in  just  over  o  year.  In  alternative 
weeklies  and  weekend  entertainment 
sections  of  dailies. 

(310)  306-6160  /.flame777@aol.com 


_ ANTIQUES _ 

ONE  OF  AMERICA'S  Liveliest  weekly 
columns  just  happens  to  be  about  anti¬ 
ques.  vrww.antiquetalk.com 

ASTROLOGY 

Weekly  -  Monthly  -  Camera  Ready 
Time  DataSynd.  (800)  322-5101 
E-mail:  star2020@time-data.com 


AUTOMOTIVE 

ENTERTAINMENT  I 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(212)  254-0890,  Fax  (212)  254- 
7646.  Chicago:  Melanie  Glover  (312) 
649-5464,  Fax:  (31 2)  397-5500. 

“Hollywood  Behind  the  Scenes" 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples 
(800)  959-9977 

FEATURES  AVAILABLE 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched  | 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403- 
1203www.hanania.com 

BUSINESS  CARTOONS 

“BUSINESS  AS  USUAL"  is  a  weekly 
single-panel  cartoon  currently  being 
published  nationally.  Low  rates  keyed 
to  circulation.  Call  or  E-mail  cartoonist 
Jim  Sizemore  for  more  information  and 
a  free  sample  selection.  Phone:  (410) 
823-5571 .  E-mail:  moresize@aol.com 

SOMETIMES  OFF  THE  WALL  but 
always  on  target.  Tough  and  funny  com¬ 
mentary  from  CNF  at: 

www.cascnews.com 

ENTERTAINMENT 

INTERNET  &  TECHNOLOGY 

FREE  WWWLINK!  “Fortune  Cookies" 
Attracts  readers  to  your  web  site  Daily! 

Use  on:  Dining,  Dating,  Bingo  pages, 
http:// www.time-data.com/fc.html 

Time  Data  Syndicate  (800)  322-5101 

TechnologyFair.Com 

See  the  Tech  News  Center  for 

Tech  Editors  and  Journalists 
www.technologyfair.com 

MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0941 ; 

(91 4)  692-4572  Fax  (91 4)  692-831 1 


PHOTOS 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsma  kers.  net 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


ANNOUNCEMENTS 

BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/ventures 
imcgann@aug.com 
(904)  826-1335 

BUSINESS  OPPORTUNITIES 

BUSINESS  OPPORTUNITY,  NICHE 
PUBLICATION 

Award  winning  Carolinas  based 
Senior  Publication  seeks  business  part¬ 
ners/entrepreneurs  for  expansion  in 
the  Southeast.  Openings  in  SC,  GA, 
FL,  TN,  KY,  MS,  VA,  AL,  and  LA.  Sales 
interest  a  must,  small  investment 
required,  could  be  interesting  to  exist¬ 
ing  publishing  company.  Call  Linda 
Scovill,  (91 9)  493-5900,  ext.  1 01 
E-mail  nc50plus@aol.com  or 
wvirw.fiftyplus.com 

INVESTORS  WANTED 

ALTERNATIVE  NEWSWEEKLY  seeks 
startup  capital.  Largely  untapped 
Midwest  market  of  350,000.  Great 

return  on  investment. 

(319)  322-2051. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 

24  HOURS -(51 6)  379-2797 
(727)  786-5930  Fax  (51 6)  379-38 1 2 
KAMEN  &  CO.  GROUP  SERVICES 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 

THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)421-9600 
E-mail:  bolitho@bolitho.com 
http://www.bolitho.com 

NEWSPAPER  BROKERS 

700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
_ (508)  563-2835 _ 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold... 

We  have  sold  thousands  of  publishing  companies  since  1923 


j  Confidential  Appraisal  for 

;  Estate,  ESOP,  Partners,  : 

■y 'M 

j  Bank,  Tax,  Stock,  Assets  . 

For  a  listing  of 

publications  for  sale,  go  to 

WWW. cribb.com 

l9Z3-mif  1 

Bolitho-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email: jci1bb@lmt.net 


NEWSPAPER  BROKERS 

BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 
or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 

DORAAAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallos,  TX  75240 
(972)  960-0096 

GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymona,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 

JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http ://www. jmpc.net 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  Kifereiices 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Dc.sco  Or.,  Oalla.s,  TX  75225 


NEWSPAPER  BROKERS 

MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)626-6440 

_ Fax  (909)  624-8852 _ 

MICHAEL  D.  LINDSEY 
Experienced  --  Confidential 
6645-5  RedmontCrI.,  Mesa,  AZ  85215 
(602)  807-7791 
FAX  (602)  807-7795 

PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

THOMAS  C.  BOLITHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry” 
BOLITHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 
E-mail:  bolitho@bolitho.com 
http :  // WWW.  bol  itho .  com 


NEWSPAPERS  FOR  SALE 


CURRENT  LISTINGS 
GOTO 

cribb.com 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 

_ (512)476-3950 _ 


WEEKLY  IN  WEST  Michigan.  Top 

potential.  Owner  can  stay.  Cash  flow 

$50,000.  Price  $275,000,  cash  or 

large  downpayment. 

Fax  (630)  627-1233 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to  purchase 
Black  weekly  newspapers.  Confiden¬ 
tiality  maintained.  Contact  Eric 
Kearney,  president,  Sesh  Communica¬ 
tions,  P.O.  Box  1691,  Cincinnati,  OH 
45201 . 


NEWSPAPERS  WANTED 

NEWSPAPERS  WANTED 

PUBLICATIONS  FOR  SALE 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 

1  newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 

401  N.  Wabash  Avenue 

Chicago,  IL  6061 1 
(312)321-2673 

IF  YOU  ARE  planning  to  sell  your  j 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer.  ! 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 

ENTERTAINING  EXPRESSIONS  of 
interest  in  purchase  of  company  on 
CarKida's  east  coast  publishing  one  con¬ 
sumer  (farm  and  country)  and  three 
trade  magazines.  Timothy  C.  Matthevvs, 
Box  997,  Halifax,  NS  B3J  2X2. 

FAX  ad  to  4212  4929  ♦1259 

EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKRCX?M 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 


BINDERY  EQUIPMENT  SALE 

•Great  running,  partially  rebuilt  Kansa 
480,  6-pocket,  2  openers  -  reduced  to 
sell  at  $55,000! 

•Virtually  new  Stepper  newspaper  I 
inserter  and  rolling  machine  (usra  only 
3  times)  —  priced  25%  below  retail  at  | 
$14,250! 

•Conveyors,  Cyclone  and  other 
assorts  press  and  bindery  equipment 
(or  sale! 

All  equipment  can  be  seen  running  on 
video. 

Call  Art  at  (530)  877-4780 

MAILROOM 

1372  NEWSPAPER  INSERTING 
MACHINE.  Completely  refurbished  by 
AM  graphics.  Never  installed  since 
refurbish.  Still  in  crates. 

Call  Bill  Kanipe  (770)  428-581 7 


_ MAILROOM _ 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher /Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericc^raphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


_ PRESSES _ 

GOSS  COMMUNITY  PRESS,  10  floor 
units,  1  stack  (7  units  rebuilt),  1  SS/C 
folder  with  1  /4  folder  and  upper  for¬ 
mer,  1  S/C  folder  with  1/4  folder,  2  | 
I  drives,  parallel  system  with  7  clutches.  ; 
I  Other  auxiliary  equipment  available.  | 
I  Call  Tom  for  details  (520)  775-3804. 

METRO,  URBANITE,  COMMUNITY, 

SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552- 1 528  Fox  (770)  552-2669 


_ PRESSES _ 

6  UNIT  COLOR  King  Press  with  5  roll 
stands  and  Heavy  Duty  (older.  30HP 
Drive  and  Motor. 

Ed  Wazney  or  Kyle  Osteen 
(803)  775-6331 


FOR  SALE 

(6)  HARRIS  V-22  PRESS  UNITS  i 
(2)  HARRIS  J-Fl  FOLDERS 
CONTAQ  KEITH  GOWER 
(71 3)  941 -4845  FAX  (71 3)  941 -741 6  | 

-  I 

INLAND  NEWSPAPER  ! 

MACHINERY  CORPORATION 
Serving  the  newspaper  industry  since 
1910.  Please  call  us  -  >ve  specialize  in 
quality  pre-owned  web  presses. 

1  (800)  255-6746 
Fax:  (913)492-6217 
www.inlandnews.com 


•METROLINER  21.5",  5U,  3  half 
decks,  2-3:2  folder,  4  RTPs. 
•METROLINER  22",  4U,  half  deck, 

2-2:1  folder,  4  RTP's. 

•Urbanite  22  3/4",  7U,  Satellite  3C, 
Folder  with  U.F.  6  pasters 
•Urbanite  22  3/4",  lOU,  rebuilt  with 
2  folders,  1  OOOseries 
•Harris  N-845, 6U,  RBC-2,  3MEG 
Bell  Camp  Inc. 

Fax:  (973)  492-9777 
Phone:  (973)  492-8877 


_ PRESSES _ 

OFFERED  FOR  SALE: 

10-unit  Goss  Urbanite  U-800  series 
press  (5  floor  units,  5  stacked)  with 
Urbanite  and  suburban  folders, 
rollstands,  3-color  unit;  folder,  and 
press  drives.  Tel:  (941 )  561  -6401 
E-mail:  inter^sprintmail.com 
Inter-Continental  Graphics,  IrK. 

WANTED  TO  BUY 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
V/ILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
vfww.midamericographics.com 
E-mail:  dkgeorge@midamerica- 
_ graphics.com _ 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/  Harris 
Inserters  &  Stitcher  Arimmers 
All  Moilroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)428-5817 
Fox  (770)  590-7267 


Did  you  know...  9?? 

• 

28.31%  of  all  new  start  orders 
written  are  either  never  started, 
started  with  a  delivery  problem,  or 
no  good. 

Source:  Ver-A-Fast  Corporation,  1998  data 
1-800-327-8463 


For  Business  Card  advertising, 
call  (212)  675-4380,  ext  171, 170 
Contract  rates  available 
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INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  ALTERNATIVE  THAT  WORKS 
CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 

www.circulation.net 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 
Horace  Southward 
(800)  950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


AVAILABLE  NOW!  Database  Market¬ 
ing  Project  ending.  Averaged  700 
orders  with  12%  charge-back  factor. 
Completely  Automated  Environment. 
Excellent  references.  Call  Fred  Dick 
TODAY  to  activate  all  or  part  of  these 
man-hours  for  you  Tomorrow. 

The  CPR  Group”,  (800)  320-3821 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skoff  (800)  218-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (912)  336-2700 


CIRCULATION  SERVICES 

CIRCULATION  SERVICES,  INC. 
20%  Minimum  Paid  Telemarketing 
Comprehensive  Verification  Reports 
Andrew  Orr  (888)  343-0470 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CAIilNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


JOHN  A.  BURKE 
New  York/New  Jersey 
•Crew  Sales/Training 
•Telemarketing 
•Street/Store  A4erchandising 

Phone/Fax  (516)  588-2735 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zagnoli 
(800)  671-1230  mpbarton@aol.com 


CIRCULATION  SERVICES 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Cali  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 

PRESSROOM  SERVICES 

1  DO  YOU  NEED  HELP  ON  YOUR 
i  ELEQRICAL  DRIVE  SYSTEM? 

i 

j  MASTHEAD  can  provide:  New  or  used 
I  drive  motors  and  consoles  for  single  or 
!  double  width  presses.  Also:  Parallel 
i  drives,  horsepower  upgrades  or  new 
i  AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)842-1357 
P.O.Box  1952 
Albuquerque,  NM  871 03 

STA-CUFF  ELEaRIC 

t  Press  Drive  System 
'  •Repair 
•Repower 

•Preventative  Maintenance 
•International  Capability 

(717)741-4145  24  hours 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  Hoars,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 


_ TRAINING _ 

ADVERTISING  SALES  TRAINING 
!  Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  thot  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 


NEWSPAPER  SALES  MAGIC 
Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  shows 
sales  and  money  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  4301  S.  Pine 
Street,  #57,  Tacoma,  WA  98409. 

(253)  376-8888 
www.magicm.com 


HELP  WANTED 


ADVERTISING  ADVERTISING 


_ ACADEMIC _ 

DEPARTMENT  OF  JOURNALISM,  Uni¬ 
versity  of  Alabama,  seeks  applications 
for  assistant  or  associate  professor 
tenure  track  position  that  begins 
August  1999.  Qualifications  include  a 
Master's  degree,  Ph.D.  preferred  and 
quality  professional  experience.  Can¬ 
didates  should  be  able  to  teach  gradu¬ 
ate  and  undergraduate  courses,  includ¬ 
ing  professional  courses  in  magazine 
or  newspaper  reporting,  writing,  and 
editing.  Candidates  should  have  one 
or  more  areas  of  concentration  for 
teaching  and  research,  such  as  (but  not 
limited  to)  graphics  journalism,  maga¬ 
zine  writing  and  editing,  media  and 
society,  media  management,  journal¬ 
ism  in  secondary  education,  history 
and  law.  We  are  an  EO/AA  employer 
and  especially  seek  applications  from 
women  and  minorities.  Send  applica¬ 
tion  and  three  letters  of  recommenda¬ 
tion  to  Jim  Stoval,  Department  of  Jour¬ 
nalism,  Box  870172,  University  of 
Alabama,  Tuscaloosa,  AL  35487- 
0172. 

ACCOUNTING 

GREAT  OPPORTUNITIES 
Controller  needed  for  Tucson  Newspa¬ 
pers  to  manage  the  accounting  opera¬ 
tions  for  The  Arizona  Daily  Star  and 
Tucson  Citizen.  Must  have  six  years 
experience  with  CPA/MBA  or  CMA 
desired. 

Tucson  Newspapers 
4850  S.  Park  Avenue 
Tucson,  AZ  8571 4 
FAX:  (520)  573-4294 
EOE 


CHICAGO  SUN-TIMES 

DIRECTOR  OF  SALES 

This  is  an  innovative,  newly  created  ptosition  reporting  to  the  Advertising 
Director.  You  will  be  responsible  for  call  center  management  in  support  of  our 
telemarketing  sales  efforts  for  both  our  Classified  product  and  General 
Display  Advertising. 

In  addition  to  overseeing  a  large  telemarketing  staff  with  some  outside  sales 
development  teams  comprised  of  at  least  two  managers  and/or  supervisors, 
you  will  be  key  in  product  development  encompassing  inside  and  outside 
sales  efforts,  developing  Classified  and  new  categories,  and  supporting  and 
developing  new  business  and  marketing  plans.  Day-to-day  responsibilities 
include  directing  sales  groups,  implementing  training  and  motivational  pro¬ 
grams,  revenue  and  expense  budgeting  and  financial  forecasting  to  meeting 
departmental  revenue  goals. 

^  Qualified  candidate  will  have  strong  call  center  management  experience  with 
some  outside  sales/management  experience.  Computer  skills  as  well  as 
.  motivational,  analytical  and  leadership  skills  are  mandatory. 

The  Chicago  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent 
benefits  and  an  environment  that  encourages  vision  and  rewards  initiative.  If 
you  are  interested  in  joining  the  eighth  largest  newspaper  in  the  Unites  States 
and  part  of  Hollinger  International,  one  of  the  fastest  growing  newspaper 
companies  in  North  America,  send  your  cover  letter  and  resume  to: 

Michael  Beatty,  Advertising  Director 
Chicago  Sun-Times,  Inc. 

401  N.  Wabash  Avenue,  Ste.  212 
Chicago,  IL  60611 

NO  PHONE  CALLS,  PLEASE  EOE 


CLASSIFIED  ADVERTISING  DEADLINES 

ln*Column  Advertisements:  Tuesday  nocn  (EST)  for  following 
Saturday  issue 

Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 


_ ACCOUNTING _ 

THE  TROY  DAILY  NEWS,  a  Pulitzer 
Community  Newspaper,  is  seeking  a 
qualified  Accountant  to  work  closely 
with  the  Vice  President  of  Business 
Operations  and  Publisher. 

The  Ideal  candidate  should  have  a  min¬ 
imum  of  a  Bachelor's  degree  in  accoun¬ 
ting/CPA  and  at  least  three  years  of 
related  and  supervisory  experience. 

The  ideal  candidate  should  also  be  pro¬ 
ficient  in  Lotus,  Excel  and  Microsoft 
Word.  Cost  accounting,  auditing,  col¬ 
lection  skills  and  an  aptitude  for  effi¬ 
ciency  are  important.  Experience  with 
Solomon  and  ADP  is  a  plus. 
Responsibilities  include  supervision  of 
daily  accounting  functions,  order  entry, 
financial  reporting  and  human 
resources. 

Excellent  benefits 


Please  submit  resume,  references  and 
salary  requirements  to: 

Troy  Daily  News 
Pulitzer  Community  Newspapers 
Attn.  V.P.  of  Business  Operations 
224  S.  Market  Street 
Troy,  OH  45373 

ADMINISTRATIVE 


MIDWESTERN  NEWSPAPER  GROUP 
has  immediate  openings  for  general 
managers  for  small  daily  and  semi¬ 
weekly  newspapers.  Must  have  knowl¬ 
edge  and  successfully  demonstrated 
experience  in  all  areas  of  newspaper 
operations.  Competitive  compensation 
packages  and  excellent  benefits 
offered  to  the  right  applicants.  Send 
resume  and  cover  letter,  including 
salary  requirements  and  references  to 
Michael  Bush,  vice  president  of  opera¬ 
tions,  MediaNews  Group,  1 560 
Broadway,  Suite  1450,  Denver,  CO 
80202. 
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CLASSIFIED _ 


HELP  WANTED 


_ ADMINISTRATIVE _ 

EDWARDS  PUBLICATIONS  IS  in  need 
of  a  publisher  in  South  Carolina.  Our 
10,000  Twin  weekly  is  ready  to  go 
daily.  Person  must  be  bonds  on  with 
working  knowledge  in  all  departments 
including  sales,  editorial,  composition, 
mailroom  and  pressroom.  We  are  cur¬ 
rently  installing  state  of  the  art  com¬ 
puters  and  page  to  plate  technology.  If 
you  are  looking  for  a  challenge,  have 
what  it  takes,  and  are  willing  to  go  the 
extra  mile  then  this  might  be  right  for 
you.  Send  resume  along  with  10  busi¬ 
ness  references  and  current  benefits 
pockage  to  Edwards  Publications,  attn. 
Jerry  Edwards,  1 25  Eagles  Nest  Drive, 
Seneca,  SC  29678. 

ADVERTISING 

ADVERTISING  DIREaOR 

The  Times-Georgian  is  a  10,000  circula¬ 
tion  daily  newspaper  with  four  weekly 
newspapers  in  Carrollton,  GA.  This 
position  will  oversee  a  staff  of  eleven 
Retail  and  Classified  representatives. 
Our  newspapers  cover  all  areas  west 
of  Atlanta  to  the  Alabama  border.  Car¬ 
rollton  offers  an  excellent  lifestyle  with 
a  reasonable  cost  of  living.  You  can 
enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This 
fast  growing  area  offers  excellent 
opportunities  for  Retail  and  Classified 
growth.  We  are  part  of  the  Paxton 
Media  Group  of  25  newspapers  offer¬ 
ing  excellent  pay  and  benefits.  Send 
resume  and  salary  history  to  Tom 
Overton,  publisher.  The  Times- 
Georgian,  901  Hays  Mill  Road,  Car¬ 
rollton,  GA  301 17. 


AD  SALES  REPRESENTATIVE 

Join  the  leading  supplier  of  TV  enter¬ 
tainment  information  selling  local 
advertising  in  newspapers  across  the 
U.S.,  Canada,  and  internationally. 
Candidates  must  be  willing  to  travel 
extensively.  We  offer  an  excellent 
benefits  package  and  competitive 
salary.  Send  resume  to  TVData,  attn. 
Human  Resources,  333  Glen  Street, 
Glens  Falls,  NY  12801  or  E-mail 
gr@tvdata.conf.  using  ASCII  format. 

ADVERTISING  DIREaOR 

If  you  are  a  dynamic,  knowledgeable, 
and  goal-oriented  individual  seeking 
an  opportunity,  we  should  talk.  Ability 
to  lead  and  to  motivate  are  essential. 
Located  in  one  of  the  country's  most 
beautiful  areas.  Member  of  one  of  the 
nation's  leading  publicly-traded  news¬ 
paper  companies.  Competitive  salary, 
incentive,  benefit  package.  Immediate 
opening.  Contact  John  Shields,  The 
Herald  New:,  207  Pocasset  Street,  Fall 
River,  AAA  02722-3010.  Phone  (508) 
676-821 1 .  Fax  (508)  673-3375. 


REGIONAL  CLASSIFIED  MANAGER  for 
Rust  Communications  daily-weekly 
network  for  several  papers.  New  posi¬ 
tion  to  oversee  classified  sales,  web 
page  advertising,  and  stand-alone 
regional  weekly  shopper.  Pat  Zellmer, 
Southeast  Missourian,  P.O.  Box  699, 
Cope  Girardeau,  MO  63702  or: 
pzellmer@semissourian.com 


_ ADVERTISING _ 

ADVERTISING  DIREQOR 
The  Killeen  Daily  Herald  in  Killeen, 

I  Texas  is  seeking  a  qualified  candidate 
'  to  become  part  of  our  management 
j  team.  Must  be  a  strong  leader,  highly 
motivated  and  possess  a  successful 
I  sales  record.  The  candidate  should  be 
I  a  self  starter  with  the  ability  to  train 
j  and  lead  our  staff  of  26.  We  offer  a  com- 
I  petitive  salary  plus  bonus. 

Please  send  your  resume  to  Personnel 
I  Department  at  The  Killeen  Daily 
!  Herald,  P.O.  Box  1 300,  Killeen,  TX 
76540  or  Fax  (254)  634-8024. 


j  ADVERTISING  SALES  MANAGER 

i  We  are  seeking  a  dynamic,  motivated 
leader  looking  for  a  great  opportunity. 

I  The  candidate  we  want  must  have 
excellent  interpersonal  skills  and  at 
least  two  years  of  advertising  sales 
management  experience  to  be  con¬ 
sidered.  This  is  a  high  visibility  position 
with  a  weekly  newspaper  in  Middle 
Tennessee.  We  offer  o  generous  com- 
:  pensation  package  (52K  plus)  to  the 
I  right  individual.  Please  send  or  fax 
resume  to  include  salary  history  to  D. 
j  Mindak,  Murfreesboro  Sun,  2552  S. 

Church  Street,  Murfreesboro,  TN 
:  371 27.  Fox  (61 5)  890-0676  EOE 

i  FRUSTRATED  AD  MANAGER?  Making 
I  all  the  sales  while  your  publisher 
j  makes  all  the  money?  Solution:  Become 
i  the  publisher.  If  you're  currently  selling 
'  ads  for  a  monopoly  daily,  we'll  help 
I  you  to  become  local  publisher  of  THE 
j  AMERICAN,  the  prize-winning  free 
!  national  weekly  that  advertisers  love, 
j  Be  prepared  to  make  $200K-350K  a 
I  year.  No  start-up  fees  to  the  right  peo¬ 
ple.  Call  Hesh  Kestin,  Group  Publisher, 
(516)  288-4242. 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 
We  are  good  and  want  to  get  better. 
The  Record-Eagle  in  Traverse  City, 
Michigan  is  seeing  a  qualified  sales 
management  professional  to  lead  its 
talented  outside  sales  team.  We  have 
high  expectations  and  want  a  leader 
who  can  deliver  new  ideas  to  fully 
j  develop  existing  core  and  non-core  proci- 
ucts  and  increase  market  share.  We 
offer  a  competitive  earnings  and  bene¬ 
fits  package  and  a  chance  to  grow  in  a 
changing  environment.  This  is  an 
immediate  opening  in  one  of  the  most 
j  attractive  markets  in  the  Midwest.  To 
j  apply,  send  a  resume  with  a  cover  let¬ 
ter  and  salary  requirements  to  Advertis- 
■  ing  Director,  The  Record-Eagle,  1 20 
I  W.  Front  Street,  Traverse  City,  Ml 
49684. 

:  CIRCULATION 

AMERICAN  PUBLISHING  CO.  is  cur- 
;  rently  accepting  applications  for  cur- 
I  rent  or  future  openings  in  circulation. 

Current  Openings:  Circulation  Man- 
!  ager  -  The  Benton  Courier  is  seeking 
j  an  aggressive  and  experienced  indi- 
i  vidual  to  oversee  its  circulation 
j  department.  Must  have  a  proven  sales 
i  track  record  in  competitive  market,  be 
j  knowledgeable  in  all  aspects  of  circula- 
I  tion  ancT  have  a  desire  to  implement 
:  innovative  ideas  to  stimulate  circulation 
growth. 

i  Benton  is  a  vibrant  and  growing  area 
,  25  miles  west  of  Little  Rock.  It  is  an 
I  ideal  location  to  raise  a  family  and  full 
'  of  recreational  opportunities.  Position 
;  includes  salary  and  incentive  plan,  plus 
'  insurance  and  401  (k).  Please  fax 
resumes  to  Ron  Causey  at  (501)  315- 
,  3686. 

j  All  other  inquires  can  be  faxed  to 
i  (580)  233- 1163,  attn  Hector  Cueva. 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 

Circulation  director  needed  at  1 4,000 
Community  Newspaper  Holdings,  Inc. 
newspaper  in  northwestern  Georgia. 
Candidate  needs  to  have  a  minimum 
of  3-5  years  experience  in  circulation 
management  of  a  small  to  medium 
daily  newspaper.  Should  have  proven 
track  record  in  sales/marketing,  ser¬ 
vice  and  collections.  Additionally,  can¬ 
didate  should  have  proven  ability  in 
motivating  staff  and  independent 
budgets,  computer  skills  and  creating 
strategic  marketing  plans.  We  offer  a 
competitive  salary  and  bonus  plan  with 
an  excellent  benefits  plan.  Great  advan¬ 
cement  opportunities  with  the  largest 
and  fastest  growing  newspaper  chain 
in  the  U.S. 

Send  resume  and  salary  requirements 
to: 

Richard  D.  Brown 
Regional  Publisher 
The  Daily-Citizen  News 
P.O.  Box  1167 
Dalton,  GA  30722- 11 67 


CIRCULATION  MANAGER 

Daily  Newspaper  Zone  3  has  immediate 
opening  for  hands-on  manager  to  over¬ 
see  Circulation  Department.  Position 
offers  competitive  solary  plus  b>onus  and 
comprehensive  benefits  package.  Send 
resume  to: 

Circulation  Director 
P.O.  Box  10129 
Lynchburg,  VA  24506 


INSIDE  CLASSIFIED  SALES 
SUPERVISOR 

j  Opportunity  to  grow  with  an  expand- 
1  ing  newspaper  group  in  the  Southwest. 

I  Business  is  great  now  and  could  be 
[  even  better  if  you  are  a  leader  who  has 
;  the  skills  to  develop  classified  in¬ 
column  advertising  and  classified  dis¬ 
play  thraugh  an  aggressive  inside  sales 
team.  Send  replies  to  Box  08724, 
!  Editor  &  Publisher. 


I  SALES  MANAGER 

!  PennySaver  Publications  of  Pennsylva¬ 
nia  serving  the  Pittsburgh  market  place 
I  is  seeking  a  sales  manager  to  add  to 
its  sales  management  team.  We  have 
grown  to  over  76  editions  serving 
I  700,000  households  that  are  direct 
I  mailed  weekly. 

'  We  are  looking  for  someone  that  can 
lead  and  drive  revenue  for  one  of  our 
I  zoned  offices.  The  ideal  candidate  will 
I  have  sales  management  experience  in 
a  group  of  shoppers  or  weekly  pub- 
j  lications. 

I 

Excellent  base  salary  with  rewarding 
!  bonus  program  paid  monthly  along 
!  with  outstanding  career  opportunity  to 
1  grow  with  a  strong  organization. 
Resumes  to  PennySaver  Sales  Manager 
Search,  51 1  Rodi  Road,  Pittsburgh,  PA 
1 5235  or  Fax  to  (41 2)  241  -7482. 


ADMINISTRATIVE  ADMINISTRATIVE 


MEDIATT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Advertising  Director  -  Midwest  daily  of  20,(KK) 
circulation  plus  weeklies  seeks  sales  leader  to  forge 
new  direction.  S'^OK. 

■  Production  Director  -  Small  Midwest  market; 
hands-on  Goss  Community  press  expterience;  strong 
technical  and  people  skills.  SSOK. 

■  Metro  Editor  -  SO.tXK)  circulation  daily  in  "great” 
Northwest  m.arket;  enthusiastic  people  person  with  skills  | 
in  planning,  assigning,  editing  and  pnxluction  of  news. 

Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963-9300  ■  mm2@stametinc.com  ■  fax  847.934.1 
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HELP  WANTED 


_ CIRCULATION _ 

GROWING  SE  ARIZONA  DAILY  seeks 
energetic,  experienced  circulation 
manager.  Responsible  for  all  facets  of 
circulation  sales  and  promotion.  Oper¬ 
ation  includes  three  shoppers,  mixture 
of  adult  and  youth  carriers,  mailroom 
operation,  strong  NIE  program.  Good 
salary  and  benefits,  401  (k).  Send 
resume  to  General  Manager  Philip 
Vega,  Sierra  Vista  Herald,  102  Fab 
Avenue,  Sierra  Vista,  AZ  85635. 

USA  TODAY  is  now  occepting  applica¬ 
tions  for  a  Circulation  Manager  in 
Southern  California.  Responsibilities 
include:  the  management  of  a  team  of 
District  Sales  Managers,  including 
interviewing,  and  development  of  the 
staff;  management  of  the  distribution 
system,  including  audits  and  route  com¬ 
pensation;  managing  circulation  draws 
and  sales;  managing  collections;  and  sell¬ 
ing  target  accounts.  The  self-motivated, 
organized,  goal  oriented  individual 
will  be  required  to  work  flexible  hours 
(early  morning)  and  must  be  able  to 
work  in  a  team  environment.  Salary 
60-65K.  Excellent  benefits.  Send 
resume  to: 

Paul  Banister,  Circulation  Director 

USA  TODAY 
P.O.Box  62 10 
La  Palma,  CA  90622-6210 

EDITORIAL 

20,000  CIRCULATION  East  Coast 
daily  needs  creative,  experienced 
editor  to  lead  staff  to  new  heights  in  a 
highly  competitive  market.  Excellent 
editing,  writing,  graphics,  coaching, 
communications  and  organizational 
skills  a  must  along  with  a  hands-on 
style  and  a  desire  to  excel.  Excellent  com¬ 
pensation,  benefits.  Reply  with  resume 
salary  histary  and  samples  to  Box 
08723,  Editor  &  Publisher. 


ADVERTISING 


_ EDITORIAL _ 

ARTS  EDITOR 

A  60,000-circulation,  Zone  2  daily  is 
looking  for  a  dynamic  editor  to  lead  an 
experienced  staff  producing  daily  and 
Sunday  arts  sections.  Applicants 
should  demonstrate  strong  leadership 
skills,  including  the  ability  to  coach 
staff  and  free-lance  writers.  Extensive 
writing  and  editing  experience  with  a 
daily  newspaper  required.  Send 
resume  and  work  samples  to  Box 
08726,  Editor  &  Publisher. 


ASSISTANT  CITY  EDITOR 

Lexington  Herald-Leader  seeks  an  assign- 
>  ment  and  content  editor.  We  are 
'  a  Knight  Ridder  paper  (1 25,000  daily, 

I  160,000  Sunday)  in  the  hometown  of 
I  the  University  of  Kentucky.  Send 
I  resume  and  work  samples  by  January 
;  1 5  to  Tom  Caudill,  assistant  managing 
editor,  Lexington  Herald-Leader,  100 
Midland  Avenue,  Lexingtan,  KY 
40508. 

EOEM/F 

!  ASSISTANT  EDITOR:  The  American 
'  Legion  Magazine,  the  monthly  general 
interest  magazine  af  the  nation's 
largest  veterans  organization,  is  seek¬ 
ing  an  experienced  Assistant  Editor. 
Ideal  candidates  will  have  at  least  3 
years  writing/editing  experience,  pref¬ 
erably  at  the  magazine  level;  B.S./ 
B.A.  in  Journalism  or  related  field  of 
,  equivalent  experience;  and  manage¬ 
ment  experience  preferred.  Qualified 
I  military  veterans  are  encouraged  to 
i  apply  for  this  position. 

Send  letter  of  introduction,  clips  or 
portfolio,  salary  requirements  to 
i  Director,  Human  Resources,  P.O.  Box 
!  1055,  Indianapolis,  IN  46206.  EOE 


ADVERTISING 


SENIOR  LEVEL 

ACCOUNT  MANAGERS 

The  eighth  largest  newspaper  in  the  country  is  seeking  senior  level 
Account  Managers.  You  will  be  responsible  for  maximizing  and  grow¬ 
ing  revenues  from  our  key  advertisers  as  well  as  developing  new  busi¬ 
ness  opportunities. 

The  outstanding  candidates  will  demonstrate  a  successful  track  record 
in  competitive  media  sales,  extensive  marketing  knowledge  and 
superlative  communication  skills  including  developing  and  delivering 
formal  advertising/marketing  presentations  that  meet  customer  and 
newspaper  needs.  The  ability  to  work  with  research  data  and  retail 
sales  potential  is  required.  Air  travel  and  overnight  stays  will  be 
requir^  as  many  decision  makers  are  outside  of  the  Chicago  land 
marketplace. 

The  Chicago  Sun-Times  offers  competitive  salaries  and  commis¬ 
sions,  excellent  benefits  and  an  environment  that  encourages  vision 
and  rewards  initiative.  If  you’re  looking  for  a  great  opportunity  to  be  with 
one  of  the  nation's  fastest  growing  newspaper  companies,  send  your 
cover  letter  and  resume  to: 

Advertising  Director 
Chicago  Sun-Times 
401  North  Wabash,  Ste.  212 
Chicago,  IL  60611 

No  phone  calls,  please  EOE 


j _ EDITORIAL _ 

!  ASSISTANT  METRO  EDITOR 

!  The  Fayetteville  Observer-Times,  a 
I  70,000  daily  in  North  Carolina,  needs 
j  an  energetic,  creative  journalist  to  fill 
I  an  assistant  metro  editor  position, 
j  Responsibilities  Include  sharing  man¬ 
agement  and  editing  duties  with  two 
I  other  assistant  metro  editors  and  lead- 
;  ing  our  business  team.  We  want 
i  someone  who  can  coach  reporters,  col- 
i  laborate  with  co-workers  and  produce 
!  good  stories  everyday.  Excellent  oppor- 
I  tunity  for  someone  who  wants  to  move 
'  up.  Send  cover  letter,  resume  and  work 
I  samples  to  Jeffry  Couch,  assistant 
I  managing  editor.  The  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet¬ 
teville,  NC  28302. 


ASSISTANT  NEWS  EDITOR 

QuarkXPress-sawy  copy  editor  with  a 
minimum  of  3  years  daily  newspaper 
experience  needed  to  help  lead  9- 
person  news  desk  at  medium-size  daily 
1 4  miles  from  New  York  City.  New 
state-of-the-art  computer  system  has 
necessitated  staff  expansion.  New 
ownership,  competitive  salaries.  Send 
resume  and  layout  samples  to  Kathie 
Adams,  AME,  North  Jersey  Herald  & 
News,  988  Main  Avenue,  Passaic,  NJ 
07055.  Candidates  from  Zones  1  and 
2  preferred. 

ASSOCIATE  EDITOR  -  Soundings,  the 
nation's  boating  newspaper  in  Essex, 
Connecticut,  is  looking  for  an  associate 
editor  to  help  manage  a  small  staff  and 
edit  several  regional  editions.  Strong 
news  editing,  organizational  skills  and 
a  solid  knowledge  of  boats  required. 
Send  resume,  clips  and  salary  require¬ 
ments  to  William  Sisson,  editor,  35 
Pratt  Street,  Essex,  CT  06426. 


ASSOCIATE  EDITORS 

New  Times  is  looking  for  associate 
editors  at  its  award-winning  weekly 
newspapers  in  Denver,  Miami,  and  Los 
Angeles. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test.  Applicants  for  Miami  and 
Los  Angeles  must  have  a  strong  back¬ 
ground  in  features,  film  and  the  arts. 
Denver  applicants  should  have  a  solid 
news  background. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 
No  phone  calls  or  E-mail,  please 


ASSOCIATE  EDITOR 
Air  &  Space  magazine,  published  by 
i  the  Smithsonian  Institution  in  Washing- 
ton,  DC,  wants  an  experienced  editor 
i  with  some  knowledge  of  aerospace- 
related  subjects  to  develop,  assign,  and 
edit  feature  articles.  For  complete  job 
description  and  instructions  for  apply¬ 
ing  call  the  Smithsonian  Job  Line, 

1  (202)  287-3102,  press  9.  Announce- 
!  ment  number:  2255.  Applications  must 
be  received  by  1  /  1 5/99.  The  Smithso- 
;  nian  Institution  is  an  equal  opportunity 
I  employer. 


_ EDITORIAL _ 

AWARD-WINNING  WEEKLY  in  Col¬ 
umbus,  Montana  seeks  experienced,  pro- 
j  fessional  reporter/photographer;  gen¬ 
eral  news,  sports  and  photo  abilities 
I  essential.  Competitive  compensation 
j  package/benefits.  Prime  summer  and 
1  winter  recreational  area  near  Yellow- 
I  stone,  Absaroka-Beartooth  Wilderness, 

1  major  ski  area.  Send/fax/E-mail  resume 
j  and  clips  to  James  E.  Moore  II,  publisher. 
News  Montana  Inc.,  P.O.  Box  970, 
Red  Lodge,  MT  59068.  Fax  (406)  466- 
I  2225,  E-mail 

Publisher@NewsMontana.com 


ASSIGNMENT:  THE  WORLD 

i 

I  European  and  Pacific  Stars  and 
:  Stripes,  a  daily  newspaper  serving  the 
;  U.S.  military  community  in  Europe  and 
;  Asia,  is  searching  for  world-class 
reporter/photographers  to  fill  openings 
in  both  our  European  and  Pacific  cov- 
:  erage  areas.  Stripes  is  a  First  Amend¬ 
ment  newspaper  owned  by  the  gov- 
:  ernment  but  with  strong  safeguards 
’  ogainst  command  influence  in  editorial 
operations.  Stripes  seeks  productive, 
highly  motivated  individuals  who  know 
,  how  to  do  solid,  in-depth  reporting 
and  write  with  compelling  flair.  Candi- 
.  dates  are  required  to  be  U.S  citizens, 
i  have  a  college  degree  or  at  least  three 
'  years  of  newspaper  reporting  experi¬ 
ence  or  equivalent.  The  ability  to  speak 
another  language  is  a  plus.  We  cover 
the  U.S.  military  so  applicants  must  be 
willing  and  able  to  deploy  on  short 
I  notice  to  the  world's  trouble  spots, 

I  including  such  places  as  Bosnia,  the 
;  Middle  East  and  Africa.  Extensive 
I  travel  is  likely.  Knowledge  of  the 
military  is  a  plus  but  not  required.  The 
ability  to  take  photographs  is  a 
necessity  in  an  environment  in  which  it 
is  often  impossible  to  dispatch  a 
reporter-photographer  team.  The  com- 
:  pensation  package  includes  a  com¬ 
petitive  salary  of  $28,000  to  $40,000 
dependent  on  experience  level;  gov¬ 
ernment  provided  housing  or  an 
allowance  to  offset  the  cost  of  housing; 

,  health,  retirement  and  savings  pro- 
;  grams;  moving  expenses;  use  of 
!  military  post  exchange  and  com- 
'  missary  facilities;  and  travel  from  the 
United  States.  Applicants  should  submit 
a  resume  with  references,  story  clips 
and  photo  samples  to: 

EUROPE: 

Address:  ATTN:  NAF  Personnel,  Unit 
,  29480  APOAE  092 11 
;  E-mail  jobs-ess@stripes.osd.mil 
Fax  01 1-49-6155-601-421 
PACIFIC: 

Address:  Pacific  Stars  and  Stripes, 
ATTN:  PSS-CPO,  Unit  45002,  APO  AP 
96337-5002 

:  E-mail  jobs-pss@stripes.osd.mil 
j  Fax:011-81-3-3403-5493 
Those  sending  faxed  applications  must 
j  follow  with  a  mailed  copy.  Priority  con- 
i  sideration  will  be  given  to  applications 
received  by  January  22,  1999. 

I  Applications  will  be  accepted  until  all 
I  positions  are  filled.  Please  refer  to 
announcement  #NAF-SS-98-057 
i  (Europe)  and  #PSS-21-98  (Pacific).  The 
I  Stars  and  Stripes  is  an  Equal  Opportu- 
I  nity  Employer. 
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HELP  WANTED 


_ EDITORIAL _ 

BANKING  REPORTER 

The  Charlotte  Observer,  the  largest 
newspaper  in  the  beautiful  Carolinas, 
seeks  an  experienced,  high-impact 
reporter  to  join  its  three- reporter  Bank¬ 
ing  Team.  Charlotte  is  the  nation's  sec¬ 
ond  largest  banking  center  and  our  cov¬ 
erage  focuses  on  Bank  of  America,  first 
Union  and  Wachovia,  companies  that 
are  making  some  of  America's  most 
fascinating  business  news.  Charlotte, 
one  of  America's  fastest  growing  cities, 
offers  urban  amenities,  family-friendly 
atmosphere  and  a  location  within 
hours  of  the  ocean  and  mountains.  Suc¬ 
cessful  candidate  will  have  a  passion 
to  break  national  business  news  and 
dominate  a  beat,  with  the  clips  to 
prove  it.  He/she  will  also  be  a  strong 
team  player  and  thrive  in  a  fast  moving 
organization  that  emphasizes  print  and 
online  enterprise.  Send  resume  and 
clips  to  Jon  Talton,  executive  business 
editor.  The  Charlotte  Observer,  P.O. 
Box  30308,  Charlotte,  NC  28230- 
0308.  jtalton@charlotte.com 


BUSINESS  EDITOR  -  The  Albuquerque 
Tribune  needs  a  hands-on  leader  to  con¬ 
tinue  producing  the  newsiest,  most  ana- 
lyticol  daily  business  pages  and  weekly 
section  in  this  two-newspaper  town. 
You'll  plon,  you'll  edit,  you'll  write, 
you'll  NOT  get  bogged  down  in 
administrative  paperwork  -  but  you'll 
work  harder  than  you  ever  have.  Our 
business  staff  is  half  the  size  of  our  com¬ 
petitor's  but  out-reports  them  twice  as 
much.  If  you  have  experience  as  a 
reporter  as  well  as  directing  the  work 
of  others,  preferably  in  business  news, 
send  a  cover  letter,  resume  and  clips  ta 
Terri  Burke,  managing  editor,  P.O. 
Drawer  T,  Albuquerque,  NM  87103  or 
E-mail  tburke@abqtrib.com 


BUSINESS  NEWS  ENTREPRENEUR 

Help  redefine  business  news  wires. 
World-class  Managing  Editor  sought 
by  veteran  team  launching  start-up. 
Ambition,  enthusiasm  and  experience 
covering  real  estate  and  investments 
required.  Suburban  location  between 
New  York  and  Philadelphia.  Pay  plan 
includes  cash,  stock  options.  Send 
resume,  salary  history  and  letter  telling 
us  why  you  are  the  best  candidate  to: 
vnews@ibm.net 


BUSINESS  REPORTER:  Golfweek, 
America's  Golf  Newspaper,  seeks 
reparter  ta  cover  golf  course  opera¬ 
tions  industry  for  start-up  trade  pub¬ 
lication.  Beats  include  course  main¬ 
tenance,  design,  constructian,  plus 
suppliers  and  environmental  issues. 
Business  journalists  with  at  least  five 
years  experience  on  daily  newspapers 
or  trade  publication  invited  to  submit 
resume  and  salary  history  to  Dale 
Gardner,  business  editor,  7657  Com¬ 
merce  Center  Drive,  Orlando,  FL 
328 1 9  or  to  dgardner@golfweek.com 


_ EDITORIAL _ 

BUSINESS  REPORTERS  &  EDITORS 

CNN  Financial  News  seeks  Business 
Reporters  and  Editors  for  our  website. 

Reporting  positions  require  a  minimum 
of  4  years'  experience  at  a  daily 
newspaper,  business  weekly  or  wire 
service.  Editing  positions  require  5-10+ 
years'  experience,  preferably  including 
supervisory  roles.  On-line  experience  is 
preferred  for  all  jobs. 

Send  resume,  four  clips  and  salary 
requirements  to  CNNfn  HR,  Box  BRE,  5 
Penn  Plaza,  New  York,  NY  10001 .  No 
phone  calls,  please. 

CNNfn 

The  Financial  Network 


BUSINESS  REPORTER  -  Crain  Com¬ 
munications  is  looking  for  a  Washing- 
ton-based  reporter  for  a  weekly  news 
j  publication  covering  solid-waste  man¬ 
agement.  Position  involves  covering 
!  federal  legislative  and  regulatory 
j  activity.  Applicants  should  have  a 
j  strong  news  bent.  Several  years  of 
daily  newspaper  experience  preferred. 
Position  offers  good  working  environ¬ 
ment  and  benefits.  Please  send  resume, 
[  writing  clips  and  references  to  Editor, 
i  Waste  News,  1 725  Merriman  Road, 

i  Akron,OH44313.EOEM/F/DA' 


BUSINESS  REPORTER 


We  need  o  business  reporter  who  can 
cover  a  diverse  county  for  a  growing 
43,000  AM  in  a  competitive  market 
between  Baltimore  and  Harrisburg. 
We  want  someone  willing  to  dig  into 
issues,  who  can  clearly  write  about 
them  and  juggle  daily  stories  with  proj¬ 
ects.  Beat  includes  retail  and 
manufacturing.  Salary  23,166  to 
34,710.  www.ydr.com  Resume/clips 
to  Business  Editor,  York  Daily  Record, 
P.O.  Box  1 51 22,  York,  PA  1 7405. 


EOE 


I  BUSINESS/INVESTIGATIVE 

I  REPORTERS 

j  Internationally  respected  newsletter 
j  publisher  looking  for  aggressive  and 
I  experienced  business/investigative 
j  journalist  to  help  launch  a  new  monthly 
I  business  newsletter.  We're  looking  for 
j  a  contract  (freelance)  editor  to  write 
I  and  edit  the  publication;  pay  and 
I  editorial  support  are  substantial.  You'll 
be  affiliated  with  a  fast-growing  com¬ 
pany  (20  newsletters  and  journals)  that 
is  quickly  becoming  a  name  in  the  busi¬ 
ness  publishing  world.  The  successful 
candidate  will  have  at  least  five  years 
of  business/investigative  reporting 
experience  and  know  how  to  use  the 
Internet  and  other  electronic  sources. 
Send  resume,  writing  clips  and  cover 
letter  to  Mark  Ragan,  Ragan  Commu¬ 
nications,  316  N.  Michigan  Avenue, 
Chicago,  IL  60601 . 

Or  contact  Ragan  via  E-mail  at 
I  Markr@Ragan.com 


i  _ EDITORIAL _ 

j  COPY  DESK  CHIEF  -  Six-day,  16,000 
j  AM  seeks  savvy,  QuarkXPress  experi- 
1  enced  line  captain  to  strengthen  news- 
!  paper  on  Washington's  gorgeous 
north  Olympic  Peninsula.  Good  salary, 
low  cost  of  living  and  much  less  rain 
than  Seattle.  If  you're  in  Zones  8  or  9, 
send  resume  and  letter  giving  your 
ideas  of  the  role  of  the  copy  desk  in 
:  developing  the  ideal  community  news- 
i  paper  to  Rex  Wilson,  executive  editor, 

!  Peninsula  Daily  News,  P.O.  Box  1330, 

I  Port  Angeles,  WA  98362,  or 
j  rex.wilson@peninsuladailynews.com 
I  Questions?  (360)  41 7-3530 


I  COPY  DESK  EDITOR 

I  The  Berkshire  Eagle,  the  32,000 
circulation  daily  and  36,000  Sunday 
j  in  the  cultural  Berkshires,  has  an  open- 
'  ing  for  a  copy  editor/ page  designer 
I  on  the  night  copy  desk  who  can  handle 
I  wire,  local  and  feature  pages  with 
equal  enthusiasm.  This  editor  will  main¬ 
tain  high  quality  in  use  af  language, 

1  clarity  of  content  and  adherence  to 
I  news  policies.  Requirements:  college 
I  degree,  one  year  of  copy  editing  on  o 
I  daily  newspaper,  and  familiarity  with 
;  Web  journalism.  Pagination  experi- 
;  ence  with  Baseview  and  QuarkXPress  a 
j  plus.  Applications  from  the  Northeast 
preferred.  Send  letter,  resume,  references 
and  work  samples  to  Alinda  Shank, 
Human  Resources  Department,  The 
Berkshire  Eagle,  P.O.  Box  1171,  Pittsfield, 
MA  01202  or  fax  (413)  442-7611. 
ashank@medianewsgroup.com 

I  COPY  EDITOR,  to  help  good  stories 
sparkle  and  paginate  pages  that  grab 
readers,  needed  at  20,000  PM.  Good 
grammar  and  editing  skills  required; 
QuarkXPress  helpful.  Send  resume, 
clips  to  Ginny  Wray,  editor, 
Martinsville  Bulletin,  P.O.  Box  3711, 
Martinsville,  VA  24115;  call  (540) 
638-8801  after  1 1  a.m.;  or  E-nxiil  to 
info@martinsvillebulletin.com  EOE 


ADVERTISING 


I _ EDITORIAL _ 

COPY  EDITING  PIUS 
FOREIGN  ADVENTURE 

Do  you  want  to  see  the  world  while 
working  at  an  American  newspaper? 
Pacific  Stars  ond  Stripes,  a  daily  First 
Amendment  newspaper  serving  the 
U.S.  military  community  in  Asia,  is 
searching  for  several  entry-level  copy 
editors  to  work  in  Tokyo,  Japan,  on  a 
j  1 3-month  limited-tenure  appointment, 
j  A  Bachelor's  degree  or  one  year  of 
copy  editing  experience  on  a  daily 
newspaper  is  required.  We're  looking 
j  for  U.S.  citizens  to  work  as  copy 
editors  who  can  meticulously  edit  wire 
and  staff  copy;  spot  holes  in  stories; 
write  headlines  with  flair;  paginate; 
quickly  learn  about  the  military  and 
military  style;  and  be  adventurous  and 
flexible  enough  to  enjoy  living  in  a  for¬ 
eign  country.  Experience  with  QuarkX- 
I  Press  or  Atex  J1 1  is  a  plus.  Salary 
range  is  $30,000  -  $45,000.  Stars 
and  Stripes  will  provide  travel 
expenses  to  and  from  Tokyo  and  hous¬ 
ing  in  the  Tokyo  area.  Our  office  in 
central  Tokyo  contains  a  cafeteria, 
gym,  U.S.  postal  facility  and  small 
American-style  grocery.  Applicants 
should  send  a  resume  with  three 
references  and  three  work  samples  to 
Pacific  Stars  &  Stripes,  ATTN:  PSS- 
CPO,  Unit  45002,  APO  AP  96337- 
5002  or  FAX  to  229-3127  (military), 
01 1  (81-3)  3403-5493  (Commercial), 
j  Tokyo  or  E-mail  in  ASCII  text  or 
MSWord  (PC)  format  to: 

jobs-pss@stripes.osd.mil 

These  positions  are  open  until  filled. 
U.S.  CITIZENS  ONLY.  Pacific  Stars  & 
Stripes  is  an  Equal  Opportunity 
Employer.  *"NOTE:  This  announce¬ 
ment  will  be  used  to  fill  positions  on  a 
recurring  basis. 


ADVERTISING 


SALES  MANAGERS 

The  Chicago  Sun  Times  is  enlarging  its  sales  force  and  seeks  qualified 
Sales  Managers.  Innovative,  success-oriented  individuals  will  be  responsible 
for  training  and  developing  our  sales  teams  and  Implementing  aggressive  ini¬ 
tiatives  to  produce  top-line  revenues  and  marketshare.  Further  responsibili¬ 
ties  include  developing  revenue  and  expense  budgets,  forecasting,  strategic 
planning,  as  well  as  implementing  sales  programs. 

Qualified  candidates  must  be  able  to  demonstrate  the  ability  to  coach  and 
teach  salespeople  and  develop  and  implement  revenue  producing  business 
plans.  The  ability  to  work  with  research  data  and  retail  sales  is  required. 
Strong  communication  skills  are  essential.  Some  travel  may  be  necessary. 
Newspaper  sales  experience  and  supervisory  or  management  experience  is 
preferred.  Will  consider  candidates  with  appropriate  management  experience 
from  ad  agencies  on  the  account  side  and  sales  managers  from  trade  and 
consumer  magazines. 

*  The  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent  benefits 
’•  and  an  environment  that  encourages  vision  and  rewards  initiative.  If  you’re 
looking  for  a  great  career  opportunity  to  be  with  the  eighth  largest  newspaper 
in  the  United  States  and  part  of  Hollinger  International,  one  of  the  fastest 
growing  newspaper  companies  in  North  America,  send  your  cover  letter  and 
resume  to: 

Mike  Beatty,  Advertising  Director 
Chicago  Sun-Times 
401  North  Wabash,  Ste.  212 
Chicago,  IL  60611 

NO  PHONE  CALLS,  PLEASE  EOE 
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HELP  WANTED 


_ EDITORIAL _ 

COPY  EDITOR  in  paradise  -  The  Bell¬ 
ingham  Herald,  a  30,000-circulation 
Gannett  morning  newspaper  in 
Northwest  Washington,  is  seeking  a 
full-time  copy  editor  to  join  its  seven- 
person  copy  desk.  QuarkXPress  expe¬ 
rience  is  required.  Bellingham  is  a  uni¬ 
versity  town  located  between  Van¬ 
couver,  B.C.  and  Seattle.  Send  cover 
letter,  resume  and  work  samples  to  Ben 
Santarris,  AME,  The  Bellingham 
Herald,  P.O.  Box  1277,  Bellingliam, 
WA  98225. 


COPY  ED!TOR/PAGE  DESIGNER 
The  Lincoln  Journal  Star,  serving  about 
80,000  readers  in  and  around 
Nebraska's  state  capital,  is  seeking  a 
skilled  enthusiastic  copy  editor  and 
page  designer  to  join  our  news  desk 
team.  We  have  a  busy,  cross-trained 
desk  that  offers  lots  of  opportunity  for 
the  right  desk  editor.  Experience  with 
electronic  pagination  strongly  desired, 
preferably  QuarkXPress  or  Harris.  You 
must  also  have  a  passion  for  news;  a 
thorough  knowledge  of  grammar, 
unctuation,  usage  and  AP  style;  a 
air  for  headline  writing  and  page 
design;  an  eye  for  detail;  and  a  com¬ 
mitment  to  make  deadline.  Send  letter, 
resume  and  work  samples  by  January 
22  to 

The  Lincoln  Journal  Star 
926  P  Street 
Lincoln  NE  68508 
Attn.  Dave  Bundy 


COPY  EDITOR:  Aggressive  copy  editor 
sought  for  Capital  city  daily.  Benefits 
include  great  location  near  Delaware 
beaches,  health  and  dental  coverage, 
401  (k),  generous  time  off  policy.  Send 
resume,  work  samples  to  Andrew 
West,  managing  editor,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
1 9903;  or  E-mail  to: 

awest@newszap.com 


COPY  EDITOR 

Aggressive,  accurate,  attention-to- 
detail  oriented  copy  editor  wanted  at  a 
75,000  circulation  daily  in  North 
Carolina.  Send  resume  and  clips  to 
Mike  Arnholt,  managing  editor,  Fayet¬ 
teville  Observer-Times,  P.O.  Box  849, 
Fayetteville,  NC  28302. 


COPY  EDITOR 

Copy  editor  needed  for  busy  five- 
person  copy  desk  on  this  20,000 
circulation  seven-day  newspaper  in 
Zone  3.  The  successful  candidate  will 
write  accurate  and  snappy  headlines, 
edit  local  and  wire  copy  and  will  be 
able  to  paginate  quickly  using  QuarkX¬ 
Press.  Located  close  to  several  major 
metro  areas.  Send  letter,  resume  and 
design  clips  to  Box  08730,  Editor  & 
Publisher. 


COPYEDITOR 

Edits  and  headlines  copy.  Checks 
stories  for  accuracy  in  grammar,  spell¬ 
ing  and  style. 

Please  send  resumes  to: 

The  South  Bend  Tribune 
Attn.  Human  Resources 
225  W.  Colfax  Avenue 
South  Bend,  IN  46626 


_ EDITORIAL _ 

COPY  EDITORS.  Can  you  edit?  Design 
with  flair?  Write  snappy  headlines? 
The  Vail  Daily  is  looking  for  top  quality 
copy  editors.  Send  resume,  clips  to 
Matt  Fults,  editor,  P.O.  Box  81,  Vail, 
CO  81658.  Fax  (970)  949-7096. 

No  phone  calls,  please 

COPY  EDITOR 

Suburban  Philadelphia  34,000  AM 
seeks  accurate,  design-oriented  copy 
editor  with  pagination  experience.  We 
have  received  natianal  recognition  for 
local  news  and  sports  coverage  and 
are  part  of  a  growing  group.  Send  let¬ 
ter,  resume,  samples  to  Raymond  J. 
Lamont,  managing  editor.  Daily  Local 
News,  250  N.  Bradford  Avenue,  West 
Chester,  PA  19382. _ 

COPY  EDITOR 

The  Morning  Call  in  Allentown,  PA,  is 
looking  for  a  copy  editor.  The  suc¬ 
cessful  candidate  will  have  excellent 
grammar,  spelling  and  editing  skills 
and  write  bright,  accurate  headlines. 
Layout  experience  helpful.  Send 
resume  and  headline  samples  to  Diane 
A.  Stanczak,  news  editor,  The  Morning 
Call,  101  N.  6th  Street,  P.O.  Box 
1 260,  Allentown,  PA  1 8 1 05- 1 260. 

COPYEDITOR 

The  (Everett,  WA)  Herald,  a  55,000- 
circulation  daily  35  miles  north  of  Seat¬ 
tle,  is  looking  for  an  experienced  copy 
editor  with  strong  editing  skills,  supe¬ 
rior  news  judgment  and  proficiency  in 
newspaper  design.  The  major  respon¬ 
sibilities  include  editing  copy  for 
grammar,  spelling,  style,  accuracy  and 
content,  writing  headlines  and  cutlines, 
designing  news  pages  using  electronic 
pagination  tools  and  proofing  news 
pages. 

Minimum  requirements  for  the  position 
include  daily  newspaper  editing  expe¬ 
rience,  demonstrated  ability  to  write 
bright,  accurate  headlines  and  photo 
captions,  mastery  of  Associated  Press 
style,  knowledge  of  local,  national  and 
world  issues,  skilled  in  using  Microsoft 
Word  and  QuarkXPress  editing  and 
layout  tools,  ability  to  work  fast  and 
accurately  on  deadline,  ability  to  work 
effectively  within  a  team  structure, 
ability  to  work  constructively  with 
reporters,  photographers  and  other 
newsroom  personnel,  and  a  four-year 
callege  degree  or  equivalent. 

To  apply  send  a  resume  and  recent 
work  samples  to  The  Herald,  attn.  Sally 
Birks,  P.O.  Box  930,  Everett,  WA 
98206.  E-mail  plain  text  or  Microsoft 
Word  6.0  to  birks@heraldnet.com 


COUNTY  EDITOR 

Do  you  like  local  news?  Do  you  enjoy 
helping  reporters  develop  and  grow? 
Are  your  copy-editing  skills  strong? 
And  do  you  want  to  move  into  man¬ 
agement?  If  so,  consider  the  challenge 
of  becoming  our  next  county  editor. 
We're  seeking  an  editor  to  oversee  the 
several  dozen  freelancers  who  report 
on  news  and  features  from  around  our 
county  of  380,000  and  produce  a 
daily  page  of  news,  as  well  as  assist 
the  copy/design  desk  once  a  week. 
The  job  can  be  a  good  proving  ground 
for  those  looking  to  move  up  in  man¬ 
agement  Salary  to  mid-30s,  depend¬ 
ing  on  experience.  Send  resume,  work 
samples,  to  Deena  Gross,  managing 
editor.  The  York  Dispatch/Sunday 
News,  P.O.  Box  2807,  York,  PA 
17405. 


_ EDITORIAL _ 

DO  YOU  THINK  GOVERNMENT  IS 
INTERESTING?  And  can  you  write 
about  it  in  a  way  that  will  show 
readers  how  state  government  affects 
their  lives?  If  so,  the  Lexington  Herald- 
Leader  is  looking  for  you  for  its  bureau 
in  Frankfart,  Kentucky's  capital,  30 
miles  from  Lexington.  VVe  want 
reparters  who  can  dig  into  the  work¬ 
ings  of  state  government  and 
understand  its  details  -  but  who  won't 
get  bogged  down  in  insider  baseball. 
We  want  writers  who  can  take 
bureaucrat-speak  and  turn  it  into  lucid 
and  compelling  prose.  We  want  self¬ 
starters  who  will  thrive  in  a  competitive 
market.  Experience  cavering  state  gov¬ 
ernment  or  knowledge  of  KY,  a  plus. 
Send  10-12  clips,  resume  with 
references  and  cover  letter  detailing 
your  reporting  strengths  and  areas  C)f 
interest  to  Angie  Muhs,  government 
editor,  Lexington  Herald-Leader,  100 
Midland  Avenue,  Lexington,  KY 
40508.  EOEM/F 


EDITOR-IN-CHIEF  —  horsesmouth,  a 
NYC-based  financial  Internet  service, 
seeks  strong  leader  to  head  editorial 
team.  Senior  management,  strong  writing 
experience  a  must;  prefer  daily/ 
financial/Web  experience.  More  at 
www.horsesmouth.com  (jobs) 


EDITORS  &  WRITERS  WANTED 
Monthly  bulletin  lists  200-I-  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  2001 6,  (703)  506-4400. 


EDITORIAL 


ASSOCIATE 

EDITOR 

ONLINE 

'  The  Sporting  News  is  seeking  an 
accomplished  professional  to  join 
its  high  energy  online  Editorial 
Team  as  an  Associate  Editor.  The 
successful  candidate  will  have  a 
creative  mind,  journalism  back¬ 
ground,  strong  editing  skills,  deep 
sports  knowledge,  online  enthu¬ 
siasm  and  an  understanding  of 
the  online  culture.  The  Sporting 
News  Online  -  winner  of  the  1998 
National  Magazine  Award  for  the 
best  online  site  -  is  based  in  St. 
Louis  alongside  its  112  year-old 
magazine. 

Send/fax  (314-993-7794)  resume, 
cover  letter  and  references  to: 
Barry  Reeves, 

Managing  Editor/ Online 

THE  SPORTING  NEWS 

1 01 76  Corporate  Square  Drive 
Suite  200 

I  St.  Louis,  MO  631 32 

Or  E-mail 

I  breeves@sportingnews.com 
!  EOE  M/F/H/V 


_ EDITORIAL _ 

EDITOR 

The  Forum,  a  regional  51,000  daily; 
60,000  Sunday;  Family  owned  news¬ 
paper  for  1 20  years,  is  looking  for  a 
strong  newsroom  leader  who  takes  us 
to  the  next  level.  You'll  supervise  a 
newsroom,  of  55  professionals  who 
are  eager  to  move  into  the  21st  Cen¬ 
tury  on  a  positive  approach  to  the 
changes  occurring  in  our  profession. 

You  must  be  community  minded,  have 
strong  editorial  management  experi¬ 
ence,  a  Bachelor's  degree  in  Journalism 
or  equivalent  knowledge  and/or  expe¬ 
rience  and  willing  to  team  work  with 
other  departments.  You'll  monitor 
operations  with  the  General  Manager, 
but  report  to  the  Publisher  on  poTicy 
matters.  All  of  our  decisions  are  made 
right  here  in  Fargo!  Inquiries  are 
strictly  confidential.  Send  resume  (no 
phone  calls,  please)  to  William  C. 
Marcil,  publisher.  The  Forum,  P.O.  Box 
2020,  Fargo,  ND  58103. _ 

EDITOR 

WEEKLY  BUSINESS  JOURNAL 

We  seek  an  experienced  editor  with  a 
passion  for  breaking  business  news 
and  the  ability  to  lead  an  eager  staff  at 
the  Wichita  Business  Journal.  We'd 
also  like  that  person  to  work  with  the 
rest  of  our  management  team  to  build 
our  publication's  already-strong  com¬ 
munity  presence.  Our  newspaper  is 
one  of  30  published  by  American  City 
Business  Journals,  and  offers  an 
excellent  compensation/benefits  pack¬ 
age.  If  you  have  a  proven  track  record  as 
an  editor  and  reporter,  and  would  like  the 
chance  to  direct  the  news  content  of  a 
major  player  in  the  community,  please 
fax  your  resume  to  John  Ek,  publish¬ 
er,  Wichita  Business  Journal  at  (316) 
267-8570. 


EDITOR/REPORTER 

American  Banker/Bond  Buyer  Newslet¬ 
ter  Division  is  seeking  an  editor/ 
reporter  to  oversee  a  weekly  insurance 
newsletter.  Daily  newspaper  experi¬ 
ence  a  plus.  Please  send  resume,  cover 
letter  and  a  few  clips  to  Human 
Resources,  Dept.  DS,  American  Bank¬ 
er/Bond  Buyer  Newsletter  Group,  One 
State  Street  Plaza,  New  York,  NY 
1 0004.  No  phone  calls,  please. 

EXECUTIVE  NEWS  EDITOR 
Internet  Industry  Publishing,  a  San 
Francisco-based  business  magazine 
focused  on  the  Internet,  is  looking  for 
an  executive  news  editor.  This  person 
will  manage  a  team  of  reporters  and 
stringers  in  both  the  U.S.  and  abroad, 
edit  news  and  features  and  help  train 
junior-level  staff.  He  or  she  will  also  be 
responsible  for  developing  and  main¬ 
taining  close  working  relationships  with 
senior  executives  in  the  technology  and 
Internet  Industries  and  the  financial  com¬ 
munity,  and  for  working  collaboratively 
with  other  members  of  the  senior  editorial 
management.  The  successful  candidate 
will  have  a  B.A./B.S.  in  English  or 
journalism  and  at  least  5  years  experience 
as  an  executive  news  editor  or  writer  in 
information  technology.  In-depth  knowl¬ 
edge  of  information  technologies  is 
required. 

Please  send  resume  to  (IS)  Director  of 
Human  Resources,  ATTN:  Sue  Murphy, 
501  Second  Street,  Suite  #404,  San 
Francisco,  CA  94107. 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

EXPERIENCED  REPORTER  CAN  earn 
up  fo  $30,000  for  police  and  court 
beats  for  family-owned  daily  in  Elko, 
NV.  Paper  has  circulation  of  8,(X)0 
and  offers  profit  sharing,  incentive 
bonuses,  vehicle  allowance  and  health 
insurance.  Fax  resume  to  (775)  738- 
2215. _ 

FEATURES  WRITER  WITH  A 
DISTINCTIVE  VOICE 

The  San  Diego  Union-Tribune  offers  a 
great  opportunity  for  a  features  writer 
who  can  lift  a  talented  staff  to  higher 
levels  of  creativity.  We're  looking  for  a 
passionate  storyteller  who  takes  risks,  a 
team  player  who  doesn't  settle  for  any¬ 
thing  below  excellence,  a  writer  whose 
sense  of  humor  makes  you  laugh  out 
loud,  a  byline  associated  with  memora¬ 
ble  reads.  If  your  so-so  fuhged-  daboudit. 
So  cool,  let  us  hear  from  you  and  what 
kind  of  journalism  you'd  bring  to  our 
features  staff.  Clips,  resume  and  view  af 
the  woHd  to  R.B.  Brenner,  senior  editor  for 
Special  Sections,  The  San  Diego  Union- 
Tribune,  P.O.  Box  191,  San  Diego,  CA 
92112. _ 

GUIDE  EDITOR 

The  Press-Enterprise,  a  1 65,000  daily 
in  booming,  sunny,  competitive 
southern  California,  is  looking  for  an 
extraordinary  imaginative  individual 
knowledgeable  about  all  forms  of  enter¬ 
tainment,  including  community  events, 
festivals  and  fairs.  Editor  will 
coordinate  with  the  Entertainment 
Editor  on  the  use  of  staff  and  stringers. 
Internet  research  capabilities  and 
QuarkXPress  software  knowledge  a 
plus.  Send  resume,  work  samples  and 
references  to  Sally  Ann  Mass,  AME, 
P.O.  Box  792,  Riverside,  CA  92502, 
or  fax  to  (909)  782-761 3. 


IDAHO'S  BEST  WEEKLY  is  accepting 
resumes  for  a  general  assignment 
reporter  position.  Resort  community. 
Resume  and  clips  to  News  Editor,  Box 
988,  Hailey,  ID  83333. 

JOIN  OUR  AGGRESSIVE  news  team: 
Assistant  News  Editor  and  General 
Assignment  Reporter  positions  open. 
Monday-Saturday  PM  located  in  North 
Central  Illinois.  Editing  and  layout 
experience  helpful.  Previous  newspa¬ 
per  experience  and  knowledge  of  local 
government  helpful.  Assistant  News 
Editor  will  split  workweek  between  edit¬ 
ing  and  reporting  duties.  Excellent 
benefits.  Send  clips  and  resume  to 
Joyce  McCullough,  NewsTribune,  426 
Second  Street,  La  Salle,  IL  61 301 . 

UFESTYLE  EDITOR 

Live  in  the  Carolinas  on  the  beautiful 
southeastern  seaboard.  This  13,000 
circulation  daily  is  seeking  someone 
with  strong  community  relations  skills  to 
head  our  Lifestyles  department  and 
bring  a  new  sense  of  direction.  Position 
involves  writing,  page  design,  and  edit¬ 
ing  responsibilities.  Send  your  resume 
and  samples  of  your  work  to  Manag¬ 
ing  Editor,  Daily  Herald,  P.O.  Box 
728,  Roanoke  Rapids,  NC  27870  or 
Fax  (252)  537-2314 


_ EDITORIAL _ 

LOCAL  SPORTS  EDITOR 

Zone  2,  mid-sized  AM  daily  seeks 
editor  to  coordinate  coverage  of  high 
school,  college  and  recreational  sports. 
Duties  include  assigning  stories/ 
photos,  supervising  local  writers,  work¬ 
ing  with  sports  editor  on  enterprise 
ideas  and  maintaining  close  contact 
with  athletic  directors.  QuarkXPress 
and  supervisory  experience  preferred. 
Send  resumes  to  Tom  Gatto,  sports 
editor.  North  Jersey  Herald  &  News, 
988  Main  Avenue,  P.O.  Box  1019, 
Passaic,  NJ  07055.  Fax  (973)  356-3044. 


MAJOR  METRO  DAILY  in  East  Coast 
market  seeks  columnist  who  can  speak 
to  the  female  reader.  Successful  candi¬ 
dates  need  to  demonstrate  an  ability  to 
resonate  the  stresses  and  successes  of 
the  women  of  the  millennium  and  to 
bring  insight  into  their  lives.  Paper 
offers  lots  of  freedom  and  room  to 
grow.  Our  hope  is  to  develop  a 
national  name  within  two  years. 
Extremely  competitive  benefit  and 
salary  package  in  livable,  lively  metro 
area.  Send  dips  and  resume  to  Box 
08731 ,  Editor  &  Publisher. 


MANAGING  EDITOR  -  Aggressive 
Zone  2  seeks  second  in  command  to 
help  run  newsroom  nights  and 
weekends.  Seek  mentor,  assignment 
editor,  quality  enforcer  far  45,(X)0 
daily  and  Sunday.  Send  clips  and 
references  to  Box  08720,  Editor  &  Pub¬ 
lisher. 


MANAGING  EDITOR.  Upstate  New 
York  newspaper  seeks  dynamic,  expe¬ 
rienced  Managing  Editor  to  lead  a  staff 
of  25  plus,  develop  news  product  in  a 
competitive  market,  supervise  budget 
and  serve  as  a  link  to  the  community. 

The  ideal  candidate  will  have  a  strong 
sense  of  local  news  -  That  is  our 
franchise.  Ability  to  deliver  a  newspa¬ 
per  ranging  from  community  briefs  to 
impact  enterprise  reporting.  Experience 
in  news  room  administration  and  news 
product  marketing  desired. 

This  iserson  will  have  an  opportunity  to 
build  a  staff  capable  of  delivering  a 
knockout  product  certain  to  build 
circulation  and  generate  awards.  The 
top  editorial  position,  the  Managing 
Editor  reports  to  the  publisher  and 
works  as  part  of  a  team  “growing”  a 
highly  professional,  competitive  news¬ 
paper. 

Competitive  salary  based  on  experi¬ 
ence  beginning  in  the  40s.  Full  range 
of  benefits.  Opportunity  for  pro¬ 
fessional  grawth  as  part  or  a  nationally 
recognized  newspaper  group. 

Interested?  Respond  in  confidence  with 
letter  of  introduction,  resume,  work 
samples  and  salary  history  to  Box 
08734,  Editor  &  Publisher. 


Send  KcJi'P  Box  Replies  to: 


Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


_ EDITORIAL _ 

MARKET  REPORTERS  -  Internotional 
publishing  company  is  looking  for 
reporters  in  the  New  York  area  to 
cover  gas  and  electricity  markets. 
Market  or  financial  reporting  experi¬ 
ence  would  be  a  plus.  Send  resume  to: 
jobs@petroleumargus.com 

METRO  EDITOR  -  The  Daily  Record,  a 
subsidiary  of  Gannett  Co.  Inc.  which 
has  sales  of  over  $4  billion  annually,  is 
seeking  a  metro  editor  who  can  do  it 
all.  You  will  direct  three  assistant 
editars  and  19  reporters  covering 
Morris  County,  NJ.  Applicants  must 
have  a  proven  track  record  of  deliver¬ 
ing  strong  local  news  and  enterprise, 
and  directing  town  coverage  that  can't 
be  beaten.  We  offer  a  competitive 
salary  plus  a  comprehensive  benefits 
package  including  pension  and 
401  (k).  Send  letter,  resume,  salary 
requirements  and  samples  of  your  best 
editing  work  to  Bill  Donnellon,  editor. 
Daily  Record,  P.O.  Box  217,  Parsip- 
pany,  NJ  07054-0217.  EOE,  M/F/V/H. 


METRO  EDITOR 

The  Seattle  Times  seeks  a  high-energy, 
news-sawy  metra  editor  to  direct  its 
local  reporting  staff.  The  position  offers 
considerable  challenges  and  equal 
rewards.  The  Seattle  area  is  one  of  the 
nation's  most  dynamic  news  play¬ 
grounds,  and  is  confronting  a  dramatic 
array  of  social,  economic  and  political 
changes  into  the  next  century.  The 
Times  is  an  award-winning  news  oper¬ 
ation  with  a  strong  ethic  in 
investigative  and  public-affair  report¬ 
ing,  a  staff  of  knowledgeable  veterans 
and  hungry  young  runners,  and  a 
shared  ambition  to  get  even  better.  It 
publishes  in  a  rare  and  exciting  com¬ 
petitive  environment,  and  is  committed 
to  its  distinction  as  one  of  the  nation's 
last  large  family-owned  newspapers. 
The  metro  editor  will  have  primary 
responsibility  far  the  smooth,  quick  and 
creative  running  of  the  newsroom's 
core  department,  and  will  be  a  chief 
liaison  to  the  news  desk,  photo  and 
graphics,  and  the  other  news¬ 
gathering  staffs.  The  person  will  work 
with  a  team  of  assigning  editors  to 
sharpen  the  daily  news  report,  to 
pursue  smart  enterprise  stories  off  the 
news  and  to  bring  more  edge  to  our 
beat  coverage.  Candidates  must  have 
proven  skills  at  judging  news  and 
motivating  people  in  a  successful  daily 
news  operation.  Please  send  resume, 
samples  of  breaking-news  and  enterprise 
coverage,  and  cover  letter  summarizing 
strengths  and  news  philosophy  to 
PATRICIA  FOOTE,  AME/HIRING,  THE 
SEATTLE  TIMES,  P.O.  BOX  70,  SEATTLE, 
WA98111. 


METRO  REPORTERS 

Opportunities  for  reporters  who  love 
politics  and  government  and  how  they 
affect  people.  Must  be  able  to  see 
larger  stories  and  produce  major 
takeouts  on  issues  and  trends  as  well 
as  daily  stories.  Openings  in  two 
bureaus  of  The  Press-Enterprise,  the 
leading  daily  newspaper  in  Southern 
California's  growing  Inland  Empire. 
Send  resume,  work  samples  and 
references  to  Joe  Happ,  Assistant  to  the 
Editor  and  Publisher,  The  Press- 
Enterprise,  Box  792,  Riverside,  CA 
92502. 


_ EDITORIAL _ 

!  MUSIC  EDITORS 

!  New  Times  has  immediate  openings 
j  for  music  editors  at  its  weekly  newspa- 
j  pers  in  Houston,  San  Francisco  and  Ft. 

I  Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/kliting  music 
section,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
!  non-music  feature-length  pieces.  Send 
I  cover  letter,  resume  and  five  best  clips 
!  to  Andy  Van  De  Voorde,  executive 
associate  editor.  New  Times  Inc.,  P.O. 
Box  5970,  Denver,  CO  8021 7. 

_ No  calls  or  E-nwil,  please _ 

NEW  ENGLAND'S  SECOND  largest 
daily  seeks  an  imaginative  writer  with 
solid  business  news  background  who 
can  tell  high  tech  stories  in  Layman's 
I  terms.  Candidates  must  be  highly  pro- 
i  ductive  team  players  who  understand 
I  balance  sheets  and  are  motivated  ta 
excel.  Please  send  resumes  along  with  a 
maximum  of  four  clips  showing  your  best 
'  enterprise  stories  to  George  Gom- 
bossy,  business  editor,  Hartford 
Courant,  285  Broad  Street,  Hartford, 
CT  06115.  Please  also  include  five 
I  story  ideos. _ 

NEWS  EDITOR:  The  Valley  News  Dis¬ 
patch,  a  7-day  newspaper  in  the  sub¬ 
urban  Pittsburgh  market,  is  seeking  an 
!  energetic  and  innovative  person  to 
-  lead  our  1 2-member  copy  desk.  If  you 
i  are  strong  in  layout  and  headlines,  pra- 
ficient  with  QuarkXPress,  relish  cnal- 
■  lenges  and  love  to  read,  we  want  you  on 
1  our  team.  Please  send  resumes  and  work 
samples  to: 

Richard  A.  Monti,  managing  editor 
;  Valley  News  Dispatch 

210  Faurth  Avenue 
I  Tarentum,  PA  1 5084 


j  NEWS  REPORTER 

i  For  technology  trade  publicotion.  2-3 
I  years  journalism  experience.  Pro- 
I  ressional  videa  or  Capitol  Hill  experi- 
;  ence  preferred  but  not  required.  Heavy 
wrihng,  some  editing,  ability  to  develop  a 
news  beat.  Fax  or  E-mail  resume,  two 
clips,  salary  range  ta  S.  Ashworth, 
]  (703)  820-3245;  scKnworlh@irTxispub.com 
'  Mail  to  P.O.  Box  1214,  Falls  Church,  VA 
!  22041. 


I  NEWS  REPORTER 

I  Entry-level  news  reporter  needed  for 
daily  Media  General  newspaper  in  the 
I  Northern  Virginia  area.  Bachelor's 
degree  require  and  at  least  one  year 
professional  writing  experience  pre- 
I  ferred.  Send  resume  and  at  least  three 
I  clips  to: 

j  Tom  Clark,  AXanoging  Editor 
j  Journal  Messenger 

i  9(X)9  Church  Street 

Manassas,  VA  20 1 1 0 
or  fax  to  (703)  368-901 7 

Equal  Opportunity  Empictyer 

REPORTER  -  The  Jewish  State,  inde¬ 
pendent  community  weekly,  seeks  self- 
'  starter  with  knowledge  of  Jewish 
I  affairs.  Resume,  5  clips,  references,  TJS, 

I  Suite  203,  320  Raritan  Avenue, 

I  Highland  Park,  NJ  08904. 


REPORTER/COPY  EDITOR  wanted  for 
top  small  daily  in  Southwest.  Good 
opportunity  far  recent  graduates  or 
those  with  a  little  experience.  Send 
resume,  letter  to  rkfoster@caverns.com 
or  mail  Editor,  P.O.  Box  1629, 
Carlsbad,  NM  88221 . 
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HELP  WANTED 


REPORTER:  Not  satisfied  with  official 
explanations?  Hungry  to  follow  the 
paper  trail?  Do  your  shoes  wear  out 
before  the  seat  of  your  pants  does? 
Want  to  make  a  difference  in  readers 
lives?  We  need  a  reporter  who  can 
grasp  complex  issues  and  present  them 
clearly  and  accurately.  Cuts  through 
the  spin  to  find  true  effects  on  readers. 
Pries  information  out  of  reluctant 
sources  -  or  gets  it  somewhere  else. 
Wants  to  get  on  a  1 A  every  day. 

If  this  describes  you,  and  you  have  at 
least  three  years'  experience,  you 
could  fill  top  beat  or  general- 
assignment  slot  at  the  Morning  Star. 
We're  a  58,000  circulation  daily  in 
Wilmington,  NC,  a  booming  market 
with  a  vibrant,  historic  downtown, 
miles  of  sandy  beaches,  mild  winters 
and  a  rich  and  diverse  cultural 
heritage. 

Send  resume,  clips  and  references  to 
John  Meyer,  managing  editor,  Wilm¬ 
ington  Morning  Star,  P.O.  Box  840, 
Wilmington,  NC  28402,  E-mail; 
meyeri@nytimes.com 
Web  -  http://starnews.wilmington.net 

REPORTERS  -  The  Potomac  News,  a 
Media  General  daily  in  Northern  Vir¬ 
ginia,  is  filling  reporter  positions  in  both 
the  news  and  features  departments. 
Apply  to  Pamela  Gould,  projects 
editor,  Potomac  News,  P.O.  Box  2470 
Woodbridge,  VA  22193. 


American  Banker/Bond  Buyer  Newslet¬ 
ter  Division  is  seeking  three  reporters 
with  1-3  years  experience,  preferably 
on  a  daily  newspaper,  to  cover  various 
parts  of  the  capital  markets.  Must  be 
willing  to  dig  for  stories  and  able  to 
work  under  weekly  deadline  pressure. 
Please  send  resume,  cover  letter  and  a 
few  clips  to  Human  Resources,  Dept. 
DS,  American  Banker/Bond  Buyer 
Newsletter  Group,  One  State  Street 
Plaza,  New  York,  NY  10004.  No 
phone  calls,  pleose. _ 

REPORTER  NEEDED 

Hard-working,  enthusiastic,  enterpris¬ 
ing  reporter  needed  for  opening  at  this 
seven-day  morning  20,000  circulation 
newspaper  in  Zone  3.  One  to  three 
years  experience  preferred.  Salary 
range  commensurate  with  experience 
level.  Growing  rural/suburban  area 
close  to  several  major  cities  and  the 
nation's  capital.  Send  resume  and  clips 
to  Box  08729,  Editor  &  Publisher. _ 

REPORTER 

We're  looking  for  a  reporter  who 
enjoys  covering  the  education  beat, 
writing  feature  stories  and  all  the  other 
assignments  a  small  daily  newspaper 
has  to  offer.  At  the  Kenton  Times,  a 
7,200  circulation  newspaper  in  west 
central  Ohio,  you  can  get  a  good 
foundation  for  your  journalism  career. 
Call  Tim  Thomas,  editor,  (800)  886- 
2412  or  fax  your  resume  to  (419) 
673-1125. 


' _ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
I  Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  nationo!  awards. 

If  you  understand  the  difference 
‘  between  magazine-style  reporting  and 
I  the  hurried  fact-finding  of  daily 
I  papers,  if  your  copy  is  as  much  a 
;  pleasure  to  read  as  it  is  well 
j  researched,  we  want  to  hear  from  you. 

There  are  immediate  openings  for 
:  news  writers  in  Miami,  Phoenix,  Ft. 

I  Lauderdale,  Cleveland  and  St.  Louis. 

I  New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
•  families.  We  offer  competitive  salaries 
and  benefits. ..and  all  the  space  you 
I  need  to  put  the  news  in  perspective 
!  and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
I  Executive  Managing  Editor 

I  New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
.  town  that  you'd  pursue  if  you  had  the 
'  time  and  the  space. 

REPORTER 

The  Waterloo  Courier,  the  Iowa  Gen- 
!  eral  Excellence  and  NNA  Best  of  States 
winner,  has  an  opening  for  a  general 
:  assignment  reporter  on  our  five-person 
;  regional  desk.  Responsibilities  include 
covering  a  five-county  area  while 
based  in  the  office.  Reporters  also  can 
pursue  another  topic  of  interest.  We're 
j  a  50,000  PM  daily.  Send  resume  and 
I  samples  of  your  work  to  Saul  Shapiro, 
editor,  Waterloo  Courier,  P.O.  Box 
540,  Waterloo,  lA  50704. 

SENIOR  EDITOR 

I  Computerworld,  a  division  of  Interna¬ 
tional  Data  group,  is  the  world's 
technology  newspaper.  We  are  cur¬ 
rently  looking  for  a  Senior  Editor 
j  responsible  for  producing  quality  news 
copy  on  a  weekly  basis  and  will  be 
assigned  to  report  and  write  several 
stories  per  week.  This  beat  will  include 
!  a  mixture  of  business  and  technology 
:  topics,  with  the  target  audience  being 
‘  information  technology  professionals. 
At  least  5  years  of  professional  journal¬ 
ism  experience  is  required  and  experi¬ 
ence  within  the  computer  journalism 
;  field  is  preferred.  The  ability  to  write 
i  quickly  and  cleanly  and  to  cover  both 
j  technology  and  people  issues  for  a 
technology/business  audience  is  a 
:  must.  Travel  will  be  required.  Location 
is  flexible.  Please  E-mail  your  resume 
i  to  maria_maynard@cw.com  or  fax  to 
j  (508)  879-3760  or  mail  to  Com- 
i  puterworld.  Human  Resources,  MM/ 

I  SW,  500  (Did  Connecticut  Path,  Fram- 
!  ingham,  MA01701 . 


!  SENIOR  STAFF  WRITER  -  Fast  growing 
i  Internet  newswire  is  seeking  a  senior 
i  staff  writer.  The  Washington,  D.C. 

based  www.CotiservativeNews.org  is 
I  an  aggressive  news  team  that  is  seek- 
!  ing  an  experienced,  energetic,  cre¬ 
ative,  conservative  reporter  for  our 
1 00,000  +  daily  website.  Must  possess 
excellent  written  and  verbal  skills  and 
the  ability  to  handle  many  tasks  on 
tight  deadlines.  Will  also  be  responsi- 
;  ble  for  some  editing  and  story  assign¬ 
ments.  Sense  of  humor,  a  plus.  Com¬ 
petitive  salary  with  excellent  benefits. 
Send  resume  and  clips  to  Dorothea 
Cooke,  managing  editor.  Conservative 
News  Service,  1 T 3  South  West  Street, 
i  Suite  200,  Alexandria,  VA  22314, 

I  (703)  683-9733  or  E-mail 

dcooke@cnsnews.org 

SPORTSWRITER 

,  Our  championship  hockey  team  is  mov- 
I  ing  up  to  the  AHL  after  next  season. ..or 
:  maybe  it'll  stay  in  the  ECHL.  That's  one 
of  the  many  ongoing  stories  we're  look¬ 
ing  for  someone  to  aggressively 
;  pursue.  The  Virginian-Pilot  (240,000 
;  circulation)  is  seeing  a  skilled  reporter 
and  talented  writer,  primarily  to  cover 
the  Hampton  Roads  Admirals.  Ability 
to  work  a  beat  and  at  the  same  time 
develop  enterprise  stories  is  essential  - 
as  are  3-5  years  of  writing  experience 
'  and  an  affinity  for  hockey.  Send 
:  resume  and  5-7  clips  to  Tom  White,  Col¬ 
lege  and  Pro  Sports  Team  Leader,  Vir¬ 
ginian-  Pilot,  150  W.  Brambleton  Ave- 
nue,  Norfolk,  VA  23501  -0449. _ 

SPORTS  EDITOR 

Lead  our  APSE  winning  section  and 
,  five  reporters,  covering  pros  to  preps, 
on  a  40,000  circulation  AM  daily,  one 
'  hour  west  of  Seattle.  Clips  to  Dawn 
Dressier,  managing  editor,  545  5th 
Street,  Bremerton,  WA  98337. 

EOE/drug-free 

i  THE  ALBUQUERQUE  TRIBUNE  is  look- 
i  ing  for  a  city-desk  reporter  eager  and 
willing  to  cover  a  beat.  This  reporter 
will  be  expected  to  deliver  enterprise 
stories  that  develop  and  explain  what's 
behind  the  news.  Should  have  3-5 
years  of  experience. 

■  Send  clips  and  resume  to  The  Albuquer- 
'  que  Tribune,  Jim  Wagner,  7777  Jef¬ 
ferson  Street,  N.E.,  Albuquerque,  NM 
87109.(505)823-3624 

.  THE  FLORIDA  TIMES-UNION  in 
I  Jacksonville  seeks  a  page  designer/ 
i  copy  editor  for  its  business  department. 

:  Strong  design  skills,  creativity,  and  an 
ability  to  produce  dynamic  pages  on 
deadline  are  essentials.  Business  back¬ 
ground  preferred  but  not  required. 
Good  news  judgement  a  must.  Boom¬ 
ing  Jacksonville  offers  mild  winters  and 
i  a  high  quality  of  life.  Send  cover  letter, 

I  resume  and  pages  designed  to  Joe 
^  Adams,  staff  development  editor.  The 
[  Florida  Times-Union,  P.O.  Box  1949, 
Jacksonville,  FL  32231 . 

We  are  a  Drug-Free  Workplace 
EOE 

i  THE  MIAMI  HERALD  seeks  experienced 
sports  copy  editors.  Five  years  at  a 
100,000-plus  daily  preferred;  strong 
i  editing  and  a  creative  approach  are 
j  musts.  Send  resume  and  work  samples 
I  to  Ted  Green,  assistant  sports  editor,  1 
I  Herald  Plaza,  Miami,  FL  331 32. 

E-mail  tgreen@herald.com 
I  or  call  (305)  376-4993 


!  THE  POST-TRIBUNE,  Northwest  Indi¬ 
ana's  leading  newspaper,  is  seeking  a 
talented,  creative  artist  willing  to  push 
the  envelope  on  daily  and  lang-term 
projects.  The  Post-Tribune,  a  65,000 
AM  located  just  35  miles  from  Chi¬ 
cago,  thrives  in  a  competitive  market.  If 
you're  looking  to  move  beyond  the 
;  drudgery  of  locator  maps,  send 
resume,  clips  and  cover  letter  to  pre¬ 
sentation  editor  Mikel  LeFort,  1065 
Broadway,  Gary,  IN  46402. 

THE  SEATTLE  TIMES  seeks  an  inventive 
lead  sports  designer  to  oversee  special 
sections  and  projects.  We're  looking 
for  someone  who  knows  sports,  can 
generate  ideas  and  has  a  creative 
spark.  Join  our  leadership  team  as  we 
upgrade  the  sparts  section  with  more 
space  and  resources.  Three  years  of 
experience  required.  Send  resume  and 
,5-10  samples  of  your  work,  including 
i  at  least  one  special  section  to  Cathy 
Henkel,  sports  editor.  The  Seattle 
Times,  1 1 20  John  Street,  Seattle,  WA 
98109-5321 .  Only  hnalists  will  be  con¬ 
tacted.  EOE  m/f/h 

;  THE  RECORD  in  Stockton,  CA  (56,000 
!  daily,  70,000  Sunday)  has  four  open¬ 
ings: 

FEATURES  EDITOR  -  Seeking  innov¬ 
ative,  experienced  applicant  with  ideas 
and  the  vision  to  connect  with  readers 
from  youths  to  Generation  Xers  to  seniors. 
Salary  range  to  $50K. 

CAPITOL  BUREAU  CHIEF  -  3-5  years 
'  of  reporting  experience  required  for 
1  one-person  Sacramento  bureau,  expe¬ 
rience  with  politics  preferred.  Salary 
range  to  $50K. 

SPORTS  REPORTER  -  Versatile  skills 
^  including  pros.  The  49ers'  summer 
training  camp  is  based  here  and  we 
cover  all  home  and  most  road  games 
'  during  the  season.  Salary  range  to 
,  $45K. 

! 

REPORTER  ■  Experienced  preferred, 
with  the  ability  to  jump  on  breaking 
news  and  develop  enterprise.  Salary 
dependent  on  experience. 

Stockton  is  located  within  90  minutes 
;  of  the  Bay  Area  and  Sierra.  The 
Record,  an  Omaha  World  Herald 
company,  values  diversity  in  the 
workplace.  Send  resumes,  clips  to 
Managing  Editor  Mike  Klocke,  P.O. 
Box  900,  Stockton,  CA  95201 .  E-mail: 
mklocke@recordnet.com 

I  THE  SEATTLE  TIMES  seeks  an  assistant 
'  sports  editor  to  supervise  the  copy 
desk,  to  oversee  production,  and  to 
I  help  shape  the  character  and  direction 
I  of  our  section.  Must  have  strong  edit- 
i  ing  skills,  deep  sports  knowledge, 
j  management  experience  and  good 
I  communication  skills.  Send  a  resume, 
references,  and  examples  of  your  work 
to  Cathy  Henkel,  sports  editor,  Seattle 
Times,  1 120  John  Street,  Seattle,  WA 
i  98109-5321. 


FAX  your  od  to 
212^929  ♦1259 
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JLASSIFIED _ 


HELP  WANTED 


THE  ST.  PAUL  PIONEER  PRESS,  an 
award-winning  Knight  Ridder  newspa¬ 
per  has  these  openings: 

Team  leader,  an  energetic  assigning 
editor  to  handle  general  assignment 
and  public  safety  coverage.  You  have 
six  reporters  and  your  job  is  to 
respond  quickly  to  breaking  news, 
generate  timely  enterprise  ana  bring  a 
solutions-based  attitude  to  police  and 
court  coverage.  Supervisory  experi¬ 
ence  requirecT  Send  resume  and  work 
somples  to  Dave  Peters,  St.  Paul 
Pioneer  Press,  345  Cedar  Street,  St. 
Paul,  MN  55101 

E-nKiil  -  dpeters@pioneerpress.com 
THEATER  CRITIC/REPORTER  with  at 
least  three  years  full-time  experience 
reviewing  and  covering  theater.  We're 
looking  for  informed  writing  that  is 
alternately  witty,  compassionate,  scath¬ 
ing  and  insightful.  Experience  writing 
profiles,  analysis,  spot  news  and 
advances  is  required,  ^nd  resume  and 
1 0  writing  samples  to  Bob  Shaw  at  the 
address  above  or  E-mail 

rshaw@pioneerpress.com 

INFORMATION  SYSTEMS 

INFORMATION  SYSTEMS  MANAGER 

The  Aberdeen  American  News,  an 
1 8,000  daily  publication,  has  an  open¬ 
ing  for  an  information  systems  man¬ 
ager.  Duties  include  responsibility  for 
all  publishing  systems  and  for  moving 
editorial  and  advertising  to  a 
paginated  system  in  1999.  Candidate 
will  act  as  production  systems  manager 
and  will  lead  technology  team  consist¬ 
ing  of  the  business  systems  manager 
and  the  computer  operator.  Will  also 
assist  in  budgeting.  Excellent  growth 
potential  within  the  Knight  Ridder 
company.  Contact  American  News,  Attn. 
Human  Resources,  P.O.  Box  4430, 
Aberdeen,  SD  57402-4430  or 

E-mail  srozell@aberdeennews.com 

MAILROOM 

MAILROOM  ASSISTANT  FOREMAN 

An  excellent  opportunity  for  an  experi¬ 
enced  mailroom  supervisor  to  get  in  on 
the  ground  floor.  We  are  starting  up  a 
new  260,000  square  feet  production 
facility  that  will  employ  state  of  the  art 
technology  in  all  production  depart¬ 
ments.  We  are  an  AM  paper  with  a 
160,000  daily  circulation  located  in 
Ohio.  The  individual  that  we  seek  must 
be  able  to  effectively  direct  mailroom 
personnel  in  a  high  volume,  short 
deadline  production  situation. 

Computer  skills  and  hands  on  experi¬ 
ence  with  Heidelberg/Horris  inserting 
equipment  a  definite  plus.  We  offer  an 
excellent  benefits  package  and  com¬ 
petitive  wages.  If  you  are  interested  in 
being  involved  in  this  excellent  ground 
floor  opportunity,  please  fax  your 
resume  to  Pam  at  (937)  225-2287. 


PHOTCXSRAPHY 


PHOTOGRAPHER  -  Entry-level  position 
for  talented,  creative,  hard-working 
shooter  who  wants  to  showcase  work 
and  get  noticed  by  one  of  the  nation's 
best  newspaper  groups.  Semi-weekly 
on  Florida's  Gulf  Coast.  Send  resume, 
non-returnable  samples  to:  Kenneth 
Books,  managinq  editor.  The  Destin 
Log,  P.O.  Box  957,  Destin,  FL  32540. 
Or  fax  to  (850)  654-5982.  No  phone 
calls,  please. 


_ PRESSROOM _ 

COMPOSING  MANAGER 
Immediate  opening  for  an  experi¬ 
enced,  hands-on  composing  depart¬ 
ment  manager  for  a  daily  newspaper. 
Candidate  must  exhibit  strong  commu¬ 
nication  and  people  skills;  must  be 
well-versed  in  desktop  publishing  and 
in  traditional  composition  and  process 
camera  operations. 

Seeking  a  dedicated  leader  to  provide 
direction  for  staff  of  30  plus  employees. 
Flexibility,  productivity,  quality,  customer 
satisfaction  are  top  priorities. 

We  offer  competitive  wages  and  com¬ 
prehensive  benefits  package. 

Qualified  candidates  send  resume  and 
sabry  history  to: 

Chief  Financial  Officer 
Belleville  News-Democrat 
P.O.  Box  427 

I  Belleville,  IL  62222-0427 

A  Knight  Ridder  Owned  Newspaper 

PRESSROOM  AAANAGEMENT 

Hollinger  International  through  a  sub¬ 
sidiary  is  currently  constructing  a  new 
printing  facility  to  produce  the  Chicago 
Sun-Times  and  other  newspapers.  This 
is  a  high  technology  production  facility 
with  state-of-the-art  Goss  web  offset 
printing  presses  and  associated  pre¬ 
press  and  post  press  equipment  and 
systems.  To  maximize  performance  our 
subsidiary  is  seeking  experienced  press¬ 
room  management  who  can  demon¬ 
strate  effective  skills  in  performance  and 
leadership. 

If  you  are  looking  for  a  career  oppor¬ 
tunity,  please  send  your  resume  to  the 
following  address.  Selected  candidates 
will  be  contacted  directly  -  No  phone 
calls,  please. 

Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Ste.  31 9 
I  Chicago,  IL  6061 1 

j  Attn.  Marilyn 

I  We  are  an  Equal  Opportunity 

j  Employer 


_ PRESSROOM _ 

PRESSROOM  SUPERVISOR 

The  Baltimore  Sun  Company  is  seeking 
an  experienced  Pressroom  Supervisor 
with  a  minimum  of  7+  years  experi¬ 
ence  in  newspaper  pressroom  man¬ 
agement  in  a  unionized  environment. 
Successful  applicant  will  be  a  team- 
player  and  have  excellent  communica- 
!  tion  and  people  skills.  Qualified  indi- 
j  viduals  will  have  a  college  degree  in 
I  business  or  a  related  field,  or  equivalent 
j  experience  in  managing  pressroom 
I  quality  and  production  in  a  daily  news- 
i  paper  environment. 

This  position  reports  to  the  Pressroom 
Superintendent  and  responsibilities  will 
include  quality  control,  scheduling  and 
planning,  budget  and  expense  control, 
organization,  maintenance,  problem¬ 
solving,  analysis  and  operation  of  a 
pressroom  shift  in  our  state-of-the-art 
production  facility. 

We  offer  an  excellent  compensation 
and  benefits  package  including  a 
I  company-paid  pension  plan,  401  (k) 

I  retirement  plan,  medical,  dental,  vision, 
j  LTD  and  long-term  care  plans. 

I  Interested  applicants  should  send 
resume  and  cover  letter  with  salary 
I  requirements  to: 

j  THE  BALTIMORE  SUN  COMPANY 
Press  Department,  PRS 
300  E.  Cromwell  Street 
Baltimore,  MD  2 1 230 
Fax:  (410)  385-7110 
I  E-mail:  barbara.jones@baltsun.com 


PRODUCnON/TECH 

PRODUCTION  MANAGER 
i  Large  commercial  web  plant  and  small 
daily  newspaper  in  Northeast  Wiscon¬ 
sin  needs  hands-on  person  to  work 
with  department  managers  and  staff  in 
pressroom,  mailroom,  pre-press  ond 
composing.  Must  have  knowledge  of 
!  Goss,  Macintosh,  bindery  ana  fin- 
l  ishing.  Must  be  proficient  in  scheduling 
:  multiple  jobs,  quality  concerns  and  not 
I  missing  deadlines.  Contact  Rod 
I  Christensen  (71 5)  526-7026. 


EDITORIAL 


EXPAJVOING 


The  Northwest  Herald,onc  of  lllinois'most  decorated  dailies,  is  seeking 
reporters  and  copy  editors  to  fill  five  new  positions  in  our  newsroom. 
These  new  hires  will  help  us  maintain  our  ptosition  as  Illinois'  best  mid 
sized  daily. 

REPORTER  —  We  need  three  reporters  for  beat  and  general 
assignment  work.  Candidates  should  have  a  year’s  professional 
experience  or  the  equivalent. 

COPY  EDITOR  —  We  are  expanding  our  news  desk,  and  we're 
looking  for  a  strong  editor  with  pagination  exjjerience.  QuarkXPress 
experience  helpful. 

COPY  EDITOR/FEATURES  —  Pagination,  excellent  editing  and 
organization  skills  needed.  Also  need  a  year's  experience  or  equivalent. 

The  Herald  is  an  AM  daily  serving  Chicago's  northw'est  suburbs.  We 
offer  excellent  salary  and  benefits,  and  an  emphasis  on  training  and 
excellence.  Candidates  should  send  a  letter  and  resume  along  with 
relevant  work  samples  to  Cliff  Ward, The  Northwest  Herald,  P.O.  Box 
250, Crystal  Lake,lL6(X)l4.  No  phone  calls, please. 


I  PUBLIC  RELATIONS 

j  CONNEaiCUT  COLLEGE,  a  highly 
selective  private  liberal  arts  college, 
seeks  applications  and  nominations  for 
the  position  of  Director  of  College  Rela¬ 
tions. 

The  successful  candidate  will  direct  and 
maintain  a  comprehensive  strategic 
public  relations  program  in  support  of 
the  College's  Mucational  initiatives 
and  national  recognition.  The  position 
requires  an  energetic  and  experienced 
individual  who  will  direct  a  communi¬ 
cation  program  that  will  include  market¬ 
ing  and  media  relations  on  the 
national,  state  and  local  levels-  com- 
mucications  with  all  students,  faculty, 
staff,  alumni,  parents  and  other  con¬ 
stituency  groups;  preparations  for 
speeches  and  events;  and  close  col¬ 
laboration  on  publications  and  events. 
The  Director  reports  directly  to  the  Vice 
President  for  Community  and  Public 
Affairs  and  works  closely  with  the  Pres¬ 
ident,  the  faculty,  senior  administrators, 
alumni  and  other  campus  offices.  Min¬ 
imum  qualifications  include  a  BA  with 
ten  years  experience  in  media  public 
relations,  marketing  and/or  institu¬ 
tional  advancement. 

Candidates  should  hove  strong  concep¬ 
tual  and  strategic  thinking,  maturity,  prov¬ 
en  management  skills,  and  a  commit¬ 
ment  to  the  liberal  arts. 

Review  of  applications  will  begin 
immediately  and  will  continue  until 
position  is  filled.  Please  reply  in  con¬ 
fidence  with  a  resume,  cover  letter  and 
the  names,  telephone  numbers  and 
I  addresses  of  three  professional 
references  to  Connecticut  College, 
Office  of  Human  Resources,  270 
[  Mohegan  Avenue,  New  London,  CT 
I  06320.  Connecticut  College  is  actively 
!  seeking  to  diversify  its  staff  and  faculty. 

!  Affirmative  Action/Equal  Opportunity 
j  Employer. 


PRODUa  (SOFTWARE)  SALES 
Knowledge  of  publishing  industry,  par¬ 
ticularly  in  workflow  prMuction.  Com¬ 
puter/  software  systems  knowledge. 
Strong  presentation  skills.  Travel.  Must 
be  comfortable  with  handling  sales 
ranging  $1.2-1. 5  million.  Geographic 
region  repsonsibility.  Openings  avail¬ 
able  in  most  regions.  Sales  experience 
required.  Join  a  company  with  a  win¬ 
ning  record  of  success  serving  the  pub¬ 
lishing  industry  with  products  that  are 
now  the  industry  standards.  Resume  to 
Susan  Papreka,  Managing  Editor,  Inc. 
Fax  (215)  886-5681 .  or  E-mail 
spaprcka@maned.com 

SALES  COORDINATOR 
BOOKPUBUSHING 

Be  our  principal  contact  for  retail 
bookstores,  wholesalers,  and  various 
special  accounts  who  resell  or 
purchase  our  publications.  1-2  years 
experience  in  account  management  is 
required  along  with  the  ability  to 
travel.  Knowledge  of  Microsoft  Word  and 
Excel,  as  well  as  contact  management 
software  such  os  ACT  is  highly  desired. 
If  you  have  excellent  communication 
skills,  enjoy  building  relationships,  and 
would  like  to  be  part  of  a  dedicated 
sales  team,  this  is  the  perfect  job  for 
you.  Send  resume  and  cover  letter  with 
salary  requirements  to: 

Hunran  Resources  •  Recruiting 
American  Mathematical  Society 
P.O.  Box  6248 
Providence,  Rl  02940-6248 
E-mail:  hmr-staff@ams.org 
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POSITIONS 

EDITORIAL 

WANTED 

! 

EXPERIENCED  AMERICAN  JOURNALIST 
in  Spain  seeks  freelance  work  or  regular 
stings  any  area  -  travel,  business  etc.  | 

ADMINISTRATIVE 

Europe-wide  Contact 

PUBLiSHER  SEEKING  a  position  os  i 

jonesbenjamin@hotmail.com 

Publisher/General  Manager.  Com-  i 
munity  leader,  people/proht  ariented.  I 
20  years  experience  in  advertising,  | 
circulation  and  commercial  printing.  ! 
Will  relocate.  Call  Lonnie  at  (ZST) 
333-0606  or  E-mail  at:  ^ 

candy@phoenix.net 

EXPERIENCED  REPORTER  wants  to 
write  about  science  and  technology, 
particularly  online  technologies.  Has 
worked  in  print  and  online  journalism. 

Has  covered  hardware,  software, 
legal,  regulatory  issues.  Prefer  South¬ 
east.  Call  (407)  633-9974. 

PUBLISHERS  CONSULTANT  -  Avail¬ 
able  for  short  or  long-term  projects,  or  j 
for  problem  review,  analysis  or  direct  j 
management  assistance.  I  work  as  the  I 
publisher's  right  hand.  Experienced  in  ; 
both  quick  turnaround  techniques  and 

FREELANCE  VVRflER/RESEARCHUBRARIAN 
available  for  any  size  project.  No  sub¬ 
ject  too  arcane.  Call  (31 2)  322-1010  or  j 
E-mail:  1 

nsc@quiblebet.com  1 

in  achieving  long-range  goals.  Able  to 
develop  or  simply  implement  new 
policies  to  solve  revenue,  distribution 
or  content  problems  by  department,  or 
for  overall  problem  solving.  Skilled  in  j 
training  ad  rep,  reporting  staff,  circula¬ 
tion  and  management  personnel.  All 
services  confidential.  Call  Michael  Bra¬ 
dley  at  (508)  563-2835  or  E-mail 
mbradley@capecod .  net 

YOU  NEED  MY  EXPERIENCE:  assistant 
editor  200,000  weekly  and  designer  I 
60,000  daily.  Fax  (253)  568-2738. 

YOUR  MAN  IN  L.A.  Versatile,  award¬ 
winning  journalist.  10+  years  experi¬ 
ence  with  major  dailies  and  national  1 
magazines.  Adept  with  film/TV/  j 
media/lifestyle  subjects  and  econom-  ! 

CIRCULATION 

ics/business/politics.  Available  for  j 

BOTTOM  LINE  driven  circulator,  j 
innovative  and  daring,  looking  for 

assignments.  Call/fax  Steven  at  (310)  | 
452-2134.scbl6@gte.net  | 

small  to  medium  newspaper  that  has 
yet  to  hit  its  full  potential.  25  years  I 

FINANCE 

sales  experience,  last  8  years  in  circula¬ 
tion  .  Call  Andy  at  (7 1 7)  894-837 1  or  | 

E-mail:  mrlefty@postoffice.ptd.net 

ATTENTION: 

EXECUTIVE  SEARCH  FIRMS, 
RECRUITERS  &  CHAINS  i 

EDITORIAL 

FORMER  GANNETT  CONTROLLER,  ' 

ARABIC,  SPANISH-SPEAKING  reporter 
with  military  background  and  four 
years  with  100,000+  daily  seeks 
reporting  position  matching  skills  in  a 
large  metro-market.  Willing  to  relocate 
anywhere.  John  (831 )  899-4424. 

victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  as  i 
controller  and  eighteen  years  in  the  | 
industry  including  all  facets  of  account-  I 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 

IS),  Veteran  of  two  successful  computer  : 

COLUMBIA  J93  graduate  seeks  deman¬ 
ding  GA  reporting  gig  at  midsize 
daily.  Prefer  Northeast.  Editor  at  major 
publishing  house  now  ready  to  dig  and 
write  real  stories  about  real  people. 
Please  no  fluff.  Try  me;  1  may  make 
your  paper  praud. 

Lisa  (914)  876-1775  ErVe23@aol.com 

1  conversions,  and  total  responsibility  for  i 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos- 
1  ing.  capital  and  annual  operating  1 
budget  submissions. 

j  Telephone:  (217)  442-68 1 3 

E-mail:  rmoore50@gateway.net  [ 

1  1 

EXPERIENCED,  award-winning  editor/ 

TRAVEL  WRITERS  WANTED 

writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
to  relocate.  (305)  891-2595 

1  Successful  photographer  seeks  writers!  ! 
Targets  newspaper  travel  sections!  ! 

Jeff  (973)  575-1005  ! 

CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply -$30.00 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  check  payable  to  Editors  Publisher 
ggjggj]  or  charge  to  your  American  Express. 

VIS4  MasterCard  or  Visa.  Please  supply  name 

^  account  number,  expiration  date 

and  card  holder’s  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


EDITOR  &  PUBLISHER  /  JANUARY  9.  1999 


www.mediainfo.com 


Snowstrom 

Continued  from  page  10 
another  thing  to  get  those  papers  to  the 
houses  and  apartment  buildings  along 
unplowed  streets. 

“The  trickiest  part  of  the  whole  operation 
was  the  actual  home  delivery,”  Casanova 
says.  “We  had  hundreds  and  hundreds  of 
down  routes.  Saturday  we  finished  about  9 
a.m.  Normally,  that  would  be  6:.10  a.m. 
And  on  Sunday,  some  routes  were  not 
finished  until  2  p.m.” 

Some  20,000  to  30,000  customers  were 
missed  on  Sunday  and  received  their 
papers  on  Monday  or,  in  some  far  reaches 
of  the  circulation  area,  Tuesday,  he  says. 
The  Tribune's  Sunday  circulation  is  about 
1,019,000. 

“Our  agency  [carriers]  were  hit-and- 
miss,”  the  Sun-Times'  Homung  says. 

“We  felt  we  got  50%  of  routes  deliv¬ 
ered.  Everybody  will  get  a  Sunday  pap)er. 
We’re  bundling  them  in  with  the  normal 
Monday  papers.” 

Staff  absences  hurt  most  in  the  customer 
service  area,  where  about  a  third  of 
telephone  operators  were  not  able  to  come 
to  work,  Homung  says. 

In  the  Chicago  suburbs,  the  Daily  Herald 
was  unable  to  keep  its  distribution  centers 
clear,  despite  the  snow  blowers  workers 
brought  from  home.  Drivers  unloaded 
trucks  by  hand  rather  than  by  skids. 

“I  drafted  a  memo  to  our  circulation 


Veronis 

Continued  from  page  8 

profits  was  lower  newsprint  costs.  In 
1995,  the  price  shot  up  to  $658  per  met¬ 
ric  ton  but  dropped  to  $546  in  1997. 
The  difference  in  price  is  reflected  in 
margins,  with  operating  income  margin 
5.7%  higher  than  1995  and  average 
operating  cash  flow  margin  up  6.6%. 

Newspapers  also  profited  from 
increased  classified  advertising,  particu¬ 
larly  in  the  help  wanted  sector.  Retail 
advertising  also  grew,  especially  in  the 
department  store  category,  which  over¬ 
came  a  period  of  low  spending  because 
of  consolidation.  There  was  also  a 
growth  in  national  advertising,  thanks  in 
part  to  the  National  Newspaper  Network, 
which  facilitates  national  buys. 

The  strong  economy  spurred  acquisi¬ 
tion  activity  in  advertising,  according  to 
the  report. 

“The  revitalization  in  the  newspaper 
market  fueled  acquisitions,”  the  report 
notes,  which  led  to  further  growth.  A.H. 


staff  that  said,  ‘When  the  going  gets 
tough,  the  tough  get  going  . . .  and  that  was 
the  epitome  of  your  response  to  the  bliz¬ 
zard  of  ’99,’”  says  vice  president  of  circu¬ 
lation  James  J.  Galetano. 

In  Detroit  —  where  the  storm  dumped 
the  most  snow  the  area  had  seen  for  half  a 
decade  —  the  production  agency  for  the 
Free  Press  and  News  set  slightly  earlier 
press  schedules  and  consolidated  some 
editions.  All  papers  arrived  on  time  at  the 
30  distribution  centers,  despite  the  storm, 
says  Susie  Ellwood,  vice  president  of  market 
development  for  Detroit  Newspapers. 

“It’s  been  a  tough  go,”  Ellwood  says. 
“We  didn’t  do  anything  really  out  of  the 
ordinary.  ...  Just  try  to  put  the  papers  in 
orange  and  yellow  wrappers  so  people  can 
find  them  in  all  the  snow.” 

While  the  Midwest  newspapers  were 
catching  their  breath  Monday,  the  storm 
rolled  into  Buffalo,  closing  roads  and 
the  airport. 

“It  was  a  major  storm,  no  doubt,  and  it’s 
still  coming.  We’re  getting  pummeled  as 
we  speak,”  assistant  circulation  director 
Dominick  Bordonaro  says  in  a  phone 
interview  Tuesday.  “We  have  3,500  youth 
carriers  and  500  independent  carriers  and 
the  . . .  vast  majority  of  them  got  out.  At  last 
count,  just  41  routes  were  not  completed, 
mostly  because  of  the  driving  bans. 

“But  in  Buffalo,”  he  adds,  “this  is 
business  as  usual.  It’s  nothing  new  to  us. 


Belo  acquired  the  Providence  Journal 
and  several  smaller  papers,  for  example, 
and  its  newspaper  revenue  rose  42.4%. 

Knight  Ridder  purchased  four  papers 
from  the  Walt  Disney  Co.  for  $1.7  billion, 
boosting  its  newspaper  revenue  by  2 1 .3%. 
Sun  Media’s  newspaper  revenue  rose 
19.1%,  largely  the  result  of  five  acquisi¬ 
tions  with  a  total  value  of  $223  million. 

“Newspapers  did  quite  well,”  says 
Kevin  M.  Lavalla,  a  managing  director 
at  Veronis,  Suhler  who  contributed  to 
the  report. 

When  comparing  newspapers  with 
other  media,  Lavalla  says  they’re  the 
most  mature  industry  and  the  oldest  by 
far.  “They  used  to  be  the  only  game  in 
town,  but  then  the  others  came  in  and 
took  a  big  chunk  away.  But  they’re  still 
doing  extremely  well.” 

He  says  the  newspaper  companies 
were  still  highly  profitable,  despite 
spending  millions  of  dollars  recently  to 
develop  their  Web  sites.  (See  Web-spe- 
cific  story  in  the  New  Media  section). 


Baltimore  Sun 
workers  reject 
new  contract 

by  Kelvin  Childs 

Employees  at  the  Baltimore  Sun 
rejected  a  management  proposal  for 
a  new  four-year  contract. 

Strictly  speaking,  members  of  the 
Washington-Baltimore  Newspaper  Guild 
(Local  35  of  The  Newspaper  Guild)  voted 
Dec.  29  not  to  decide  on  the  Sun's  offer. 
Guild  representative  Dick  Ramsey  says 
only  about  20  of  some  350  workers  voted 
for  the  Sun's  proposal.  However,  Sun  pub¬ 
lic  relations  manager  Carol  A.  Dreyfuss 
says  that  because  it  was  a  voice  vote,  it’s 
difficult  to  sftecify  what  the  total  was. 

The  current  three-year  contract  expires 
June  22,  and  bargaining  is  expected  to 
begin  in  March.  However,  the  Sun  made 
an  offer  at  the  end  of  1998  because 
“restructuring  funds”  from  parent  compa¬ 
ny  Times  Mirror  were  available  only 
through  Dec.  31,  Dreyfuss  says.  Since  the 
proposal  was  rejected,  the  paper’s  next 
offer  will  not  include  that  money. 

The  Sun's  proposals  included  an  average 
$19  per  week  raise  in  each  year  of  the 
agreement,  a  lump-sum  payment  of  either 
four  weeks’  pay  or  $2.(XX),  and  a  payment 
of  up  to  $7(X),(XX)  in  the  Guild  pension  plan. 

Ramsey  says  the  Guild  objected  to 
three  parts  of  the  proposal.  One  was  lan¬ 
guage  regarding  contracting  out  and  out¬ 
sourcing,  which  he  says  would  devastate 
entire  departments  at  the  paper. 
“Throughout  December,  we’ve  been  read¬ 
ing  with  horror  at  what  Times  Mirror  has 
been  doing  with  laying  off,  contracting 
out,”  Ramsey  says.  Dreyfuss  says  the  lan¬ 
guage  changes  were  meant  to  clarify  the 
policy  on  outsourcing. 

The  second  objection  was  to  changes  to 
the  advertising  sales  force.  Currently,  an 
ad  account  worth  $100,000  or  more 
brought  in  by  a  commission-only  sales 
representative  must  be  turned  over  to  a 
salaried  sales  rep.  The  Sun's  proposal 
would  have  ended  that  practice. 

Finally,  the  Guild  disliked  language 
giving  management  the  ability  to  offer 
buyouts  directly  to  employees  without 
negotiating  through  the  Guild.  “We 
have  a  rich  history  with  the  Sun  of  buy¬ 
outs,  and  we  never  found  it  onerous,” 
Ramsey  says. 

Without  commenting  on  the  specifics  of 
those  points,  Dreyfuss  notes  that  the  Sun 
and  the  Guild  failed  to  agree  on  them.  Hi 
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ExSPP  SHOP  TALK  AT  THIRTY 


by  Charles  McCorkle  Hauser 

When  a  newspaper  and 
a  mobster  collide  in  court 

Editor  revisits  landmark  prior-restraint  case  and  finds  it  was  avoidable 


The  journalism  professor  spotted  my 
name  tag  and  greeted  me  as  we  rode 
the  hotel  elevator  down  for  a  meet¬ 
ing  of  the  American  Society  of  Newspaper 
Editors  in  Washington. 

“1  teach  your  case  at  the  University  of 
Kansas  ”  he  said.  “My  students  get  into 
quite  a  debate  over  whether  you  did  right 
or  wrong.”  That  was  last  spring  —  my  first 
reminder  that  10  years  had  passed  since 
the  U.S.  Supreme  Court  freed  me  and  the 
Providence  Journal  from  penalties  im¬ 
posed  by  a  federal  Judge  in  Rhode  Island. 
The  case  lives  on  in  media  law  textbooks. 

The  second  reminder  was  a  headline  on 
the  front  page  of  the  Journal  last  fall; 
Raymond  J.  “Junior”  Patriarca  —  the  failed 
boss  of  the  New  England 
Mob  and  the  one  who 
dragged  me  into  court  — 
was  denied  early  release 
from  federal  prison.  I 
decided  it  was  time  to 
revisit  a  significant  event 
in  the  Journal's  history, 
and  mine  as  its  executive 
editor,  and  perhaps  to 
shed  new  light  on  the 
decision  we  made  to  dis¬ 
obey  a  court  order. 

The  tale  begins  in  the  1960s,  when 
Attorney  General  Robert  Kennedy's  Jus¬ 
tice  Department  was  waging  war  against 
organized  crime.  Without  a  warrant,  the 
FBI  had  planted  a  listening  device  in  the 
Providence  office  of  Raymond  L.S. 
Patriarca,  the  Godfather  of  New  England. 

Twenty  years  later,  in  a  Boston  court¬ 
room,  a  U.S.  attorney  accidentally  re¬ 
vealed  the  existence  of  the  Patriarca  tapes 
—  and  the  tainted  evidence  on  them.  The 
Journal  immediately  filed  for  the  tapes 
under  the  federal  Freedom  of  Information 
Act,  but  Patriarca  went  to  court  and  suc¬ 
cessfully  argued  that  the  FBI  had  illegally 
invaded  his  privacy.  When  he  died  a  few 
years  later,  we  renewed  our  request,  and 
the  FBI  turned  over  written  summaries  of 
the  recorded  conversations,  since  the  tapes 
had  been  destroyed. 

Junior  Patriarca,  who  had  succeeded 


his  father  as  Mob  boss,  found  out  and 
went  to  court  seeking  an  order  to  bar  the 
Journal  from  publishing  the  FBI  material 
on  the  grounds  that  his  voice  was  on  the 
tapes  and  his  privacy  would  be  invaded. 

U.S.  District  Court  Judge  Francis  J. 
Boyle  claimed  to  see  a  conflict  between 
the  Journal's  First  Amendment  press  free¬ 
dom  and  Patriarca’s  Sixth  Amendment 
right  to  privacy.  Flouting  150  years  of  case 
law  prohibiting  prior  restraint,  Boyle 
issued  the  Journal  a  gag  order  and  sched¬ 
uled  a  hearing  two  days  later. 

At  the  paper,  we  decided  that  the  con¬ 
stitutional  issue  was  too  important  to  wait 
two  days.  As  the  Supreme  Court  once 
said,  publication  delayed  is  publication 
denied.  We  would  have 
telephoned  the  U.S. 
Court  of  Appeals  and 
asked  for  emergency 
relief,  but  since  Boyle 
had  issued  his  order 
orally,  in  an  unrecorded 
meeting  in  his  cham¬ 
bers,  we  had  no  record 
of  anything  to  appeal. 

The  next  morning  the 
Journal,  based  on  the 
FBI  transcripts,  revealed  tidbits  such  as  the 
senior  Patriarca’s  fatherly  advice  (“Ray 
tells  Ray  Jr.  that  when  he  gets  married,  to 
marry  an  Italian  girl  as  she  will  stand  by 
you  when  you’re  in  trouble,  or  won’t  call 
the  police  if  you  slap  her  in  the  mouth.”). 
Hardly  the  stuff  of  urgent  journalism,  it 
certainly  could  have  waited  —  exactly  why 
media  law  classes  keep  returning  to  the 
question:  Why  didn’t  we  wait?  The  answer 
is:  We  felt  we  had  to  demonstrate  that  no 
judge  could  override  the  Constitution. 

Boyle  was  furious.  He  appointed  a  spe¬ 
cial  prosecutor  to  tr>'  us  for  contempt.  With 
Boyle  presiding  in  a  nonjury  trial.  Junior 
Patriarca  was  absent  but  represented  by 
counsel.  I’ll  never  forget  sitting  on  the  wit¬ 
ness  stand  when  Boyle,  glaring  sternly 
down  from  the  bench,  demanded,  “Weren’t 
you  putting  yourself  above  the  law?” 

Hoping  not  to  anger  him  further,  1 
answered  politely,  “No,  your  honor,  1 


believed  1  was  obeying  the  highest  law  of 
the  land,  the  U.S.  Constitution.” 

We  weren’t  surprised  when  he  judged 
us  guilty.  1  was  sentenced  to  18  months  in 
prison  (suspended  on  the  performance  of 
200  hours  of  community  service)  and  the 
Journal  was  hit  with  a  $100,000  fine. 

On  appeal,  a  three-judge  panel  of  the 
U.S.  Court  of  Appeals  for  the  First  District 
struck  down  Boyle’s  actions  and  excoriat¬ 
ed  his  gag  order  as  “transparently  invalid.” 
Boyle’s  sfiecial  prosecutor  appealed  but 
lost  before  the  full  appellate  court.  For  the 
U.S.  Supreme  Court,  the  Journal  hired 
First  Amendment  attorney  Floyd  Abrams, 
who  argued  our  case  in  1989.  It  was  chill¬ 
ing  to  hear  the  nine  black-robed  justices 
deal  with  my  fate  as  they  questioned  the 
attorneys  during  oral  arguments. 

After  months  of  agonized  waiting,  we 
won  again  —  but  on  a  technicality;  The 
special  prosecutor  had  never  asked  the 
U.S.  .solicitor  general  for  approval  to  take 
the  government  ca.se  to  the  highest  level. 

But  a  key  fact  that  could  have  affected 
our  actions  was  never  made  public  then. 
When  we  decided  to  publish  the  story,  we 
assumed  that  the  lawyer  representing  us  in 
the  judge’s  chambers  had  protested  and 
been  overruled  on  the  two-day  delay  for  a 
hearing.  That  was  not  the  case,  we  found 
out  months  later. 

In  fact.  Boyle  initially  proposed  a  hear¬ 
ing  the  next  day,  but  the  Journal's  lawyer 
had  a  schedule  conflict  and  suggested  the 
later  date.  Had  we  known  that  our  repre¬ 
sentative  had  not  only  gone  along  with  the 
two-day  delay  but  had  suggested  it.  we 
would  have  been  honor-bound  to  obey  the 
judge’s  order,  regardless  of  the  constitu¬ 
tional  implications. 

No  wonder  Boyle  was  so  angry.  He 
assumed,  wrongly,  that  we  had  knowingly 
gone  back  on  our  word.  And  the  whole 
imbroglio  could  have  been  avoided.  Sorry, 
judge.  We  were  wrong,  too.  It  should 
never  have  happened. 


Hauser,  retired  Providence  Journal 
executive  editor,  lives  and  writes  in 
Chapel  Hill,  N.C. 


We  felt  compelled 
to  demonstrate 
that  no  judge 
can  override 
the  Constitution, 
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